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\ AeToMATiC 
TRANSMISSION 
‘OIL PUMBS' 


Almost overnight, servicing auto- 
matic transmissions has turned into 
Bic business. Over 8,000,000 auto- 
matic drives are already on the road 
with millions still to come. Every 
day, more and more of your custom- 
ers are seeking this service! 


And there’s just one way to keep them coming back—that’s 
with the equipment designed to do the job efficiently, profit- 
ably—Alemite Equipment! First on the market with spe- 
cialized equipment . . . Alemite was the first to offer filtered 
ALEMITE GIVES YOU delivery .. . first to offer all the exclusive features found 


THESE 7 ADVANTAGES! only in Alemite Automatic Transmission Pumps! 


Alemite 
Model 8121 Shielded Pump 


Designed to harmonize with your present 
shielded equipment. All-metal shield is baked 
enamel. Thumb screws hold shield to dolly. 
Fast, easy removal to change drums. 

Operating features same as Model 7076. 
Shield carries two convenient handles for roll- 
ing pumps on heavy-duty square dolly with 4 
Bassick Casters. 


Alemite 
Model 7039 Bung Pump 


For the operator whose oil supplier de- 
livers transmission oil in bung-type drums, 
this pump fits directly into 2” p.t. bung of 
a standard 100 Ib. drum. Permits display of 
company insignia on original container. 

Operating features of pump are the same 
as Model 7076. 


i] ALEMITE 


REG. U.S. PAT. OFF 


1826 Diversey Parkway, Chicago 14, Illinois 








No need for a Spiel! Get ‘em behind the wheel! 
LET THE ARMSTRONG 
“HUSH RIDE” PROVE IT 


Hugs the read for dear life! Exclusive 
Armstrong Interlocking Tread 
grips in all directions —holds 
“straight along the lifeline.” 


Side-skids lke this—major causes of 
accidents. Armstrong's 2,600 extra 
gtipping edges hold you safe 
against dangerous side-skics. 


SELL "EM WITH SILENCE! 
DEMONSTRATE ARMSTRONG’S 
DRAMATIC “HUSH RIDE"! 





Orie thém on Armstrong's dramatic, revealing “Hush Ride” 
—the convincing way to demonstrate the 4 great new 

Armstrong features found in no other tire. (1) World's first 
Interlocking safety tread. 2,600 extra gripping edges hold 
forward, backwards and sideways. (2) World's first Uni-Cushion 
Contour. More rubber on the road eliminates uneven wear, bumpy 
rides. (3) World's first Intra-Tread Bumpers muffle squeal. 

(4) World's first Silent Traction Design cancels out noise, hum. 


against all road haz- 
ards with no limit on 
mileage. Unservice- 
able tire will be re- 
placed by compar- 
able new tire with 
% full credit for period 
“4 of guarantee not 
THE MIRACLE-RIDE TIRE realized, 


ee, 


Armstrong Rubber Co., West Haven 16, Conn.; Norwalk, Conn; Natchez, Miss; Des Moines, lows; 601 Second St, San Francisco, Calif. Expert: 20 East 50th St. W. Y. 22. 
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KAMLOK 


COUPLING 


ASSEMBLIES 

















KAMLOKS sitive seal all along the line assures greater 
safety in handling any type of liquid. A perfectly tight no leak 
connection is made in seconds by sliding coupler over adaptor, 
then pressing cam levers. No threads to engage, no twisting 
friction against gaskets, no tools required. KAMLOKS pro- 
vide long years of economical trouble free service. 

Available in any combination to meet coupling requirements 
in sizes from 4” to 4” inclusive. Sizes 4” to 3” precision ma- 
chined of special hard wear resistant bronze. 4” size of hi-tensil 
OPALUMIN, (OPW hi-tensil aluminum alloy, as strong as 
bronze, one-third the weight)—4” in bronze on special order. 
Parts A, E, F, are interchangeable with parts B, C, D, G, H, 
in the same size. 


Bullet F.3for OPW CORPORATION 


the KAMLOK Story “a 2735 COLERAIN AVE. @ CINCINNATI 25, OHIO 
ata 


Valves @ Fittings @ Assemblies @® For Handling Hazardous Liquids 
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COMING MEETINGS 


JULY 


National Oil Jobbers Council, Laramie, Wyo., 
July 19-21, 

Louisiana Ojl Marketers Assn., Jung Hotel, 
New Orleans, La., July 20-21. 

Truck Trailer Manufacturers Assn., Inc., 
Edgewater Beach Hotel, Chicago, July 23-24. 


AUGUST 


Florida Petroleum Marketers Assn., Sheraton 
Beach Hotel, Daytona Beach, Fla., Aug. 7. 

National Congress of Petroleum Retailers, 7t 
annual session, Hotel William Penn, Pitts- 
burgh, Aug. 18-21. 

Kentucky Petroleum Marketers Assn., 

bel] House, Lexington, Ky., 

mterstate O11 Compact Commi 

Hotel, Billings, Mont., Aug. 31- -Sept. 


SEPTEMBER 


Ol Industry Irformation Committee, Hotel 
Cleveland, Cleveland, Ohio, Sept. 9-11. 

Association of Desk and Derrick Clubs of 
North America, annual meeting, Denver, 
Colo., Sept. 11-12 

Michigan Petroleum Assn., fall convention, 
Grand Hotel, Mackinac Island, Mich., Sept. 
11-12. 

American Petroleum Institute, Division of Mar- 
keting, Lubrication Committee, The Tray- 
more, Atlantic City, Sept, 16. 

Ohio Petroleum Marketers Assn., Dayton Bilt- 
more Hotel, Dayton, Ohio, Sept. 16-17. 

National Petroleum Assn., Traymore Hotel, 
Atlantic City, Sept. 16-18. 

estern Petroleum Refiners Assn., regional 
meeting, Hotel Henning, Casper, Wyo., 
Sept. 24-25. 

National Assn. of Ol Equipment dJobbers, 
third annual meeting, The Neil House, Co- 
lumbus, Ohio, Sept. 27-29. 

American Society of Mechanical Engineers, 
Petroleum Division, annua] conference, Rice 
Hotel, Houston, Tex., Sept. 27-30. 


OCTOBER 


Empire State Petroleum Assn., Mark Twain 
Hotel, Elmira, New York, Oct. 5-6. 

OU Progress Week, Oct. 11-17. 

Texas Assn. of Petroleum Marketers, fourth 
annua! convention and trade show, Adolphus 
Hotel, Dallas, Tex., Oct. 15-16. 

Independent Petroleum Assn. of America, an- 
nual meeting, Texas Hotel, Fort Worth, Tex., 
Oct. 19-20. 

Western Petroleum Refiners Assn., regional 
meeting, Garrett Hotel, El Dorado, Ark., 
Oct, 22-23. 

American Petroleum Credit Assn., annual con- 
ference, Hotel Biltmore, New York, Oct. 
__26- 28. 


— A 





: s Assn., sixth an- 
nual meeting, Edgewater Beach Hotel, Chi- 
cago, Oct. 28-29 
National Lubricating Grease Institute, Edge- 
water Beach Hotel, Chicago, Oct. 29-31. 


NOVEMBER 


Sacletw _ tiv 





Engineers, transporta- 
tion meeting, Conrad Hilton Hotel, Chicago, 
Nov. 2-4. 


Gidiietes Aut 





e Engineers, fuels & lubri- 
cants me meeting, Conrad Hilton Hotel, Chicago, 
lov. 5-6. 
American Petroleum Institute, 33rd annual 
meeting, Conrad Hilton Hotel and Palmer 
House, Chicago, Nov, 9-12. 


DECEMBER 
annua] national 
‘and 
Park Hotels, St. Louis, Dec, 
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the New 


CENTRAL 
PUMPING SYSTEM 


WITH "“MAG-I-TROL" SELECTIVE ELECTRIC BRAIN 


For many years Bowser has built serving systems—cair pressure types— individual electric 
types — and present-day submerged pump types. NOW Bowser Bowser presents the most flexible 
economical and practical central system in its many years of experience as the “world’s 
oldest gasoline pump manufacturer” — 


V SIMPLE © POSITIVE © DEPENDABLE 


Proved in use-tests, Bowser Mag-i-Trol is a 
system of 110-volt solenoid-actuated, positive 
mercury switches which automatically con- 
trol selective operation of the Duo-Matic pump 
motors. To equalize wear, either of the pump- 
ing units can, at the flip of a switch, be 
selected to cut in first. Furnished as standard 
for six-pedestal use, but can be equipped to 
handle eight. Enclosed in sturdy cabinet for 
station wall-mounting. 


Duo-Matic. ia 





SERVES UP TO 8 PEDESTALS 
SINGLY OR SIMULTANEOUSLY AS NEEDED 


BY eauaee Se Oe HOW IT OPERATES 
Duo-Matic consists of two separate 


“ALWAYS A low-horsepower pumping systems 
operating singly or in tandem. 

STAND-BY PUMP” When one or two island pedestals 
Bowser Duo-Matic guards against “sta- are serving. ONE pump operates. 
tion paralysis”—because Duo-Matic is When three pedestals {or more) 
a DUAL pump system with one pump are serving, the SECOND pump 


always available if one should fail. also cuts in to meet the gallonage 


demand. 


NO UNDERGROUND SERVICE PROBLEM 
Motors, pumps, air eliminators, fittings and all electrical 
components are safely ABOVE GROUND and easily ac- 
cessible for inspection. Parts are STANDARD. easily 
available. No special motors or starters. Servicing is as 
simple as for an island pedestal! 


PUSHING 
Pushing gasoline to the island dispensers is the answer 
to problems induced by larger storage tanks, high vapor 
pressure fuels, and large serving areas. The modern 
answer to pushing is Duo-Matic! 


WRITE FOR... illustrated bulletin with complete details. 


BOWSER, INC., 1301 CREIGHTON AVE., FORT WAYNE 2, INDIANA 
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Sales Representatives 


Behind Our Headlines 


The April 29 issue of NPN .. . featuring the pros and cons 
of the percentage margin question . . . continues to figure in 
a big way in jobber association discussions of this major topic. 

Latest occasion was the summer conference in Duluth of the 
Northwest Petroleum Assn. So well did that group’s Percentage 
Margin Committee think of NPN’s treatment of the subject, 
that Chairman Tom Gemlo in effect made the April 29 NPN 
a part of his report to the conference . . . by passing out copies 
to all hands ... with a recommendation that everyone read Mid- 
west Editor Castle’s “bang-up”’ article. 

NPN’s treatment of the subject had been so thorough, said 
Tom, that the committee’s work had been considerably shortened. 
As he explained it, it had not been necessary, for example, for 
the committee to buttress its own report with charts and tables, 
because NPN already had done “so well” in that regard. 

Tom Gemlo also had some other nice things to say about NPN 

. . and may we be forgiven for lifting out and quoting the fol- 
lowing from his formal report to the conference: 

“Fellows, I don’t ordinarily boost (any) magazines, but 
believe me NATIONAL PETROLEUM NEWS is a must for any jobber. 
It is the most up-to-date and on-the-job oil man’s magazine 


there is.” 
_ 7 > 


Frank Sturtevant, our widely-travelled TBA editor, reports 
finding the cover of the March 4 NPN permanently installed on 
the visitor’s side of an oil man’s desk up in Quebec the other day. 


You'll remember that was the cover on which we depicted the 
results of Shell Oil Co.’s annual estimate of the national sales 
potential per car of various TBA items and lube services. Any- 
way, this Canadian oil man had placed the cover under the glass 
top of his desk so that it was facing away from him—and toward 
the visitor. 

Frank asked him why. His answer: In talking to dealers or 
prospective dealers, he uses it to illustrate how much money can 
be made in the oil business .. . by the dealer who’s on his toes 


when it comes to selling. 
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1000 mere 


with the WHITE 3000 


It’s earning power that counts in highway transport! 


Whites have the dependability and power. They keep 
fuel costs down and save on maintenance. Operating 
records from coast to coast prove it! 


But look at the payload! That’s where the Whites 
really payoff! 


President R. P. York, of York Transport Co., changed 
over to the White 3000, enabling him to boost tank 
capacity 1000 gallons within increased legal load limits. 


“It was the soundest investment we've ever made,” 
President York says. “It pays dividends every time our 
fleet starts out.” 


Ask your White Representative to give you the facts 
about the White Payload Procurement Plan. It’s today’s 
way to extra earning power. 

THE WHITE MOTOR COMPANY 
Cleveland 1, Ohio 


( 


~ Plenty of 
White Mustang 
Power! 


The York fleet of 51 
Whites is powered by 


‘White Mustang. Plenty of 


for exact road and 

oad conditions. More 

power per pound of en- 
gine weight. 

“The Mustang has given 
us the power and the stam- 
ina fortightest schedules,” 
President Y ork says.““And 
we know we're getting ex- 
cellent gasoline mileage”’. 


For More Than 


50 Years the Greatest 
Name in Trucks 


be oa 
Bes 
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AHEAD OF THE NEWS 





STEADY CLIMB—A large refiner marketing mainly 
in the East believes the octane rating of premium 
gasoline on the East Coast will rise gradually rather 
than “jump” upward. The company places the aver- 
age octane rating for premium at 92 for the end of 
1952. It then assumes premium will follow the “his- 
torical increase rate of 0.7 octane number per year— 
so that by the end of 1954, premium gasoline in the 
East will have a rating of 93.4. The refiner also be- 
lieves there will be no significant change soon in the 
price or octane spread between regular and premium 
gasoline. 


UP ONE POINT—A major company marketing in the 
Midwest and Southwest estimates that “the average 
Research octane number of premium gasoline in the 
U. S. will be 92 by the end of 1954—an increase of 
one point over the present national average rate of 
approximately 91.” However, the company believes 
average premium rating “in some areas”’ will reach 94 
by the end of next year. 


PAPER SEAT COVERS—Automobile seat covers, 
carried in the TBA lines of many oil marketers, may 
one day be made out of a new kind of paper, ac- 
cording to a story in the June 19th issue of Printer’s 
Ink. It tells how American Cyanamid Co. has de- 
veloped a new chemical treatment for paper which 
increases both its wet and dry strength. Other pos- 
sible applications of interest to oil men could include 


use of the new material in packaging chemical prod- 
ucts. 


STATION SALES BOOST—Continental Oil Co. is 
changing its policy on “Touraide”—company’s per- 
sonalized free maps and automobile guide service to 
motorists—in order to boost sales at retail outlets. 
In the future, all “Touraide” applications must come 
through Conoco dealers. Company gives three rea- 
sons for this policy: (1) It brings motorist into the 
station for his application card, (2) gives the dealer 
a chance to sell pre-trip services, and (3) gives the 
dealer a chance to service the car after the trip. 
Continental will no longer handle letter applications 
for this touring service, but will direct such applica- 
tions to local dealers. In the past, the company 
says, it has supplied “Touraides” by mail even to 
motorists in areas where the company does not 
market. 
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WOLVERTON SETBACK? Chairman Wolverton 
(R., N. J.) of the House Commerce Committee may 
be running smack into a brick wall when he tries to 
relate PAD’s voluntary agreement on foreign oil to 
the domestic import and price situation. Two facts 
would appear to put the brakes on before he can get 
started: (1) The agreement was given specific anti- 
trust clearance by the Justice Department, as au- 
thorized by the Defense Production Act; and (2) the 
agreement calls only for reports on petroleum sup- 
plies—avgas for the military—and has nothing to do 
with production or transportation. 


SPARKING PLUG SALES—One large oil company is 
telling its dealers to “spark your plug sales” by re- 
minding them that a typical dealer sells 20,000 gal. 
of gasoline a month and the average car runs 15 
miles on a gallon. It is pointed out that dealers 
therefore are “selling mileage” at the rate of 300,000 
miles per month. With a recommended change of 
plugs every 10,000 miles, a dealer’s sales potential 
amounts to 30 sets of spark plugs each month—180 
to 240 plugs. In gross dollar profit this totals $58 
to $76 per month for selling one set of plugs each day. 


PAD INDEPENDENCE—tThe incoming general coun- 
sel for the Petroleum Administration for Defense, Har- 
old P. Reynolds, will soon discover that one of his 
prime responsibilities will be to guard against at- 
tempts by other government agencies, including the 
Interior Department, to assimilate PAD or its func- 
tions. Just recently, for example, the Commerce De- 
partment unsuccessfully tried to by-pass PAD on ma- 
terials controls and have applications for priorities on 
oil projects processed through it rather than through 
PAD. 


POW-WOW IN OFFING—With continental shelf sub- 
merged lands legislation virtually at the signature 
stage, it is a good bet that several coastal state offi- 
cials are packing their bags for visit with Interior 
Secretary McKay. Object: To secure federal agree- 
ment on using state conservation regulations. States 
frankly are worried lest the Interior Department in- 
stitute differing rules beyond state boundaries. What 
would happen, for instance, in a field overlapping 
state and federal areas if the state should order shut- 
down in its portion and Interior should permit con- 
tinued production within its jurisdiction? There are 
innumerable other possibilities. First to see McKay 
probably will be Texas Land Commissioner Bascom 
Giles. 





Yes, it’s easy to sell Purolators—when the dealer takes time 
to show your customer the dirty refill from his engine . . . explain 
that this means danger—that only a fraction of an ounce of dirt 
and abrasives in the oil can ruin an engine in a hurry; that the 


clean. Purolator (the one you have in your hand) stands for 
protection. 


~ FACTS FAVOR PUROLATOR ... 


] MOST makes of cars, trucks, busses, tractors are 

® factory-equipped with Purolator Micronic* Oil Filters. 
(That’s in the dealer’s favor because customers like 
to put back what’s taken out.) 


y] ALL MAKES take Purolator* Refills. (And customers 
® read about Purolator in magazines—see displays— 
are sold in advance.) 


AND 3 MOST ENGINEERS agree that engines perform 
® better with Purolator. In fact, tests show this better- 
designed, better-built unit traps more dirt, finer dirt, 

faster .. . leaves all-important additives in! 





Think of it! 100% of the market covered with one make of 
oil filter—Purolator! Sales—profits—month-after-month! 


Easier than ever to sell in summer! Motorists drive more 

. streets, roads are dusty .. . filters clog faster! Quick action 
when the dealer says, ““May I. check your filter?” when he’s 
changing oil! 


PurOlator 


Work inst OAL FILTER 


4 


PUROLATOR PRODUCTS, INC. Rahway, N. J. and Toronto, Ontario, Canada. 


*Reg. U.S. Pat. Off. 








.. clean ys dirty!” 





EVANITE 


the only 
battery 
separator 
with all 





r 
— 
— 


these 
advantages! \ 











Evanite is an improvement over nature! Wood has long 
been recognized as the most satisfactory low cost sepa- 
rator material. Now the new Evanite interwoven wood 
fibre separator utilizes wood in improved form. Evanite 
separators, tested in 20,000 batteries in daily use up to 
three years, have delivered more than their guaranteed 
battery life without a single separator failure. 

Write today for full details on Evanite—Made only by 
Evans Products Company, Western Division, Dept.AC-7, 
Plymouth, Michigan. Mills at Coos Bay, Ore.; Roseburg, 
Ore.; Vancouver, B. C. 


Ask your battery manufacturer for complete product and 
case history information on the advantages of Evanite. 


) 


Uniform high quality— 
every Evanite separator 
is identical whether 

you compare two or 
two million. 


Compare These Advantages 
of Evanite Separators 


TESTED IN 20,000 VEHICLES for periods 
up to 3 years under actual operating 
conditions. 

OUTSTANDING PERFORMANCE, equal- 
ling or surpassing conventional separators. 
NO SPLITS, NO CRACKS—Completely 
uniform. No candling required. 

NO TREATING, NO WET HANDLING 
—Treated at the factory and shipped dry. 
CUTS SHIPPING COSTS— Much lighter 
than ordinary separators. 
ECONOMICAL — Cost no more than ordi- 
nary treated wood separators. 

BACKED BY EXPERIENCE — Produced by 
Evans, whose years of experience are your 
assurance of finest quality. 


WORLDS LARGEST MANUFACTURER 


eeeeeeeoeeeeeeeeeneeeeveeeeaeeeeeee eee 


OF BATTERY SEPARATORS 
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One of man’s 

most _ sensitive 

spots is his pocketbook. Prod him 

there and you get a quick reaction. 

This week, the American motor- 

ist was naturally unhappy because 

there had been a fresh pinch on his 

purse—the hike in the price of gaso- 
line. 

Whether the price hike was justi- 


fied or not didn’t particularly con- 


cern him; he simply resented having 
to shell out more to get his tank 
filled. 

The average jobber or retailer was 
not in the mood to give motorists 
much soothing sympathy, because he 
had troubles of his own. He was 
worried about not getting part of the 
price increase. The higher price 
might cause him to lose in volume 
of sales if motorists began econ- 
omizing. And, too, the higher price 
simply meant the jobber had more 
money tied up in his supply of gaso- 
line. 

So complaints were heard across 
the land. And here in Washington 
there is a group of men who keep 
their ears tuned keenly for such out- 
cries. These are the congressmen, 
many of whom choose such a situa- 
tion to move into the limelight. 
Therefore, before the paint had dried 
on the new price signs, there was 
talk of a congressional investigation. 

Congressman Wolverton (R., N. 
J.), who represents a heavily-popu- 
lated consumer area, acted quickly. 
He called a committee hearing and 
started lining up witnesses. There 
was no doubt that he’d get headlines 
out of it, even though the investiga- 
tion might eventually go the way 
of all other such investigations of the 
oil industry. 

One oil man in Washington heard 
the sound and fury emanating from 
Wolverton’s office and sighed: “Here 
comes Wolverton’s pet question,” he 
said, “wanting to know Why four 
filling stations on opposite corners of 
an intersection charge the same price 
for gasoline.” 

As the week progressed, it be- 
came evident that Wolverton aimed 
to use the price hike as a springboard 
for a full-blown investigation of the 
oil industry in general. 

One of his targets will be the re- 
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cently reactivated Foreign Petroleum 
Supply Committee. Congressman 
Wolverton hinted darkly he felt the 
committee might be trying to ma- 
nipulate oil imports to their own ad- 
vantage. The fact that the com- 
mittee is doing nothing more than 
reporting on supply situations and 
the fact that the committee has been 
cleared by the Justice Department 
weren’t enough to get Wolverton off 
that subject. Maybe Wolverton is 
not only suspicious of the oil indus- 
try, but is suspicious of the Justice 
Department as well. 

How much benefit—or harm—will 
come from the investigations is hard 
to predict right now. There may be 
little actual effect at all, except that 
it may cause the man in the street 
to eye the petroleum industry ask- 
ance, especially when he’s in 4 bad 
mood because of the higher price he 
has to pay for gasoline. 

The jobber and the retailer, closer 
to the public than the remainder of 
the industry, will have to bear the 
brunt of any ill will which might de- 
velop. And the industry as a whole 
may need to step up its public rela- 
tions programs to give people its 
side of the story. 

* + * 

Federal Trade Commissioner Low- 
ell B. Mason, a frequent critic of 
his agency in past years, used to say 


that he sometimes felt that in the - 


eyes of the FTC majority a business- 
man was guilty until he had proved 
himself innocent. 

Mr. Mason is a happier man these 
days because he feels that the FTC 
attitude is changing. First, there 
was the appointment of Albert A. 
Carretta to the commission last sum- 
mer. Mr. Carretta soon joined “Dis- 
senter” Mason on several major is- 
sues, thereby narrowing the commis- 
sion majority to 3-2. Then Edward 
F. Howrey was appointed to replace 
John Carson, and from Mr. Howrey’s 
recent remarks it appears clear that 
in general his viewpoint coincides 
with that of Commissioners Mason 
and Carretta. With Stephen Sping- 
arn’s term expiring in September, it 
would seem a safe guess that the 
conservative margin will widen to a 
4-1 majority. 





To Meet Your Needs... 


YOU'RE RIGHT WITH 
EVER-TITE 


U serviceability 
prevents leaks and spills; re 
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time 


the world’s best 
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AVAILABLE IN SIZES FOR 
EVERY NEED AT LEADING 
DISTRIBUTORS EVERYWHERE 


EVER-TITE 
COUPLING ¢€O. 





LEADERSHIT 


ae Ate. SPARK 
2) BLUGS 


Original Factory Equipment 
on Nearly as Many New Cars 
as All Other Makes 
of Spark Plugs Combined! 
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America’s 


FIRST and 
FINEST 


115,000,000 have been built- 
40,000,000 in daily operation— 
used on 9 out of 10 
cars on the road! 





FRAM Pyramids Vacationland America 
Advertising to Help Boost Y« 





Now an Added $12,500.00 


Contest Spurs Travel Interest 


PROVIDENCE, R. I.—Fram Cor- 
poration, today announced the opening 
of a powerful prize contest promotion, 
topping off an already record-smashing 
campaign devoted to increasing vaca- 
tion travel by car. 


Spokesmen for the company pointed 
out that the overall objective of Fram’s 
Vacationland America campaign is to 
increase filter and cartridge sales while 
giving excellent support to oil and auto- 
motive industry service sales. 


First prize of the contest, which runs 
through the peak vacation period clos- 
ing in late September, is a $5,000.00 


vacation expense account. Ten second 
prizes of $500.00 provide ten addi- 
tional ideal vacations. Ninety third 
place winners will receive Philco 
portable radios for their greate 
travelling pleasure. 


The contest will be promoted by 
big colorful ads in Saturday Even- 
ing Post, Holiday, Popular Mechanics, 
Popular Science, Mechanix Illustrated, 
Field and Stream and Outdoor Life. 
Initial announcement will appear on 
Fram’s last Vacationland America Tele- 
vision Show of this series and also in 
regional newspaper ads. 





FRAM-Swayze TV 


Scores Big Success 


NEW YORK, N. Y.— Rave notices 
usher in the final shows of Fram’s Va- 
cationland America TV series, starring 
John Cameron Swayze, famous NBC 
star of Camel News Caravan fame. Mr. 
Swayze and family have helped millions 
to plan their vacations-by-car this sum- 
mer via the 13 trips and their recaps 
edited in booklet form, sponsored by 
Fram. Service stations handling the 
Fram line report heavy requests from 
motoring fans who want Vacationland 
America Booklets. 
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FRAM TBA Profit 
Possibilities Cited 


Four pertinent facts recently stressed 
by Fram sales management point to 
Fram as the logical choice for a profit- 
able TBA line. 


1. Fram filters are already installed on 
over 20,000,000 engines, offering a vast 
ready-made replacement market. 


2. Fram Filters are factory installed 
on more cars and trucks than any 
other brand. 


3. Fram’s complete line of superior 
cartridges permits total coverage with 
a nominal investment in inventory. 


4. Fram’s advertising and merchan- 
dising programs are aimed primarily at 
the motorist to help move more TBA 
items off dealer shelves. 


When you combine these factors with 
a history of consumer acceptance and a 
best-by-test product, TBA profit poten- 
tials are limitless. For complete details, 
write: Fram CORPORATION, Providence 
16, Rhode Island. 





OlL + AIR + FUEL + WATER 


Don’t Forget 
the Extra Quart — 


It’s a matter of mathematics that 
with approximately 40,000,000 engines 
filter - equipped, (over 20,000,000 of 
them equipped with Fram), 40,0000,000 
extra quarts of oil can be sold each time 
those engines have their cartridges 
changed. Fram officials pointed out that 
if service station dealers expended 
added effort on oil filter cartridge re- 
placements, they could realize a new 
high potential in oil sales. And lastly, 
Fram’s broad line of Replacement Car- 
tridges enables dealers to make every 
filter change to gain this potential with 
a one-line inventory. 


Moral: Adopt Fram as your TBA line 
and get dealers to push oil and Fram 
Cartridge changes. 
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SUPPLY AND DEMAND 





Refiners Still Running 7 Million B/D; 
Oil Imports Decline Sharply in East 


Imports of crude oil and products 
into the United States took a sharp 
drop in the week ended June 20, while 
U. S. refinery runs topped 7,000,000 
b/d for the fourth consecutive week. 


The drastic decline in imports, off 
187,900 b/d from the previous week, 
is the largest rate of change for any 
week in the past three months. 


Imports for the week ended June 
20 were down 255,300 b/d east of 
California, and rose 77,400 b/d on the 
West Coact, according to the Ameri- 
can Petroleum Institute report. (See 
table below.) 


Middle East crude prices did not 
follow the U. S. advance, thus, al- 
most every deepwater refining point 
in the Western Hemisphere now has 
Persian Gulf crude at lower prices 
than U. S. or Venezuelan crude. What 
affect this will have on imports re- 
mains to be seen. 


On June 13, two days before U. S. 
crude oil prices began their advance, 
the API report recorded the first in- 
crease in total imports since May 23. 


One international oil company feels 
that the supply and demand situa- 
tion in the Middle East is against a 
crude price boost now, so the time 
may be ripe for imports of Arabian 
and Iraqi crudes on a scale never be- 
fore considered likely (See story in 
market section). 


Week Week 4 Weeks 
Ended Ended Ended 
June 20 dJunel3 June 20 
(bbis. per day) 
East of California: 
Crude ofl ..... 


Residual fuel. . 
Distillate fuel. . 
Asphalt 

Others .. 


609,500 
303,300 


California : 
Crude oil .. 
Others .. and 
Total .... 


Total U. S. ..... 936,000 1,123,900 1,025,600 


Gasoline Drops—Although refinery 
runs reached 7,063,000 b/d in the 
week ended June 20, gasoline pro- 
duction slid 668,000 b/d from the pre- 
vious week to 23,542,000 bbl., sub- 
stantially below the all-time high of 
24,787,000 bbl. reached in the week 
ended June 6. Distillate fuel oil pro- 
duction was up over the previous 
week and residual fuel production 
gained 96,000 bbl. (See summary be- 
low.) 


Inventories of gasoline took an- 
other big drop—down 1,222,000 bbl. 
from the previous week’s total of 
150,757,000 bbl. Kerosine and resid- 
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ual stocks showed gains while crude 
oil and condensate production were 
down. 


Spraberry Still Shut—The Texas 
Supreme Court failed to act on appli- 
cations to put its decision on the 
Spraberry field shutdown into effect 
at its meeting this week. The failure 
to move leaves the Spraberry wells 
still shut down under the Texas Rail- 
road Commission order. 


The court had ruled June 10 that 
the Railroad Commission order was 
invalid. 


Wells in the Benedum area have 
been producing since April 1 under 
a district court injunction allowing 
the operation of non-flaring wells. 
The Plymouth Oil Co. has applied to 
the commission for separate status 
for wells in the Benedum area. Dec- 
laration of this section as separate 
from the Spraberry area would pre- 
vent it being restricted in the future 
if the commission tries new methods 
of stopping gas flaring in Spraberry. 


Gasoline Consumption—The API 
reported April gasoline consumption 
for 11 states in the following table 
(in thousands of gallons): 


April April 

1953 1952 © 
Georgia ....... 23,522 79,745 
Kansas ......... 72,061 67,979 
Massachusetts 85,083 82,579 
Michigan ....... 194,387 185,524 
Missouri .... . 117,424 119,676 
Montana ....... 21,050 23,156 
New Mexico ... 25, 256 22,600 
New York .. 249,148 229,479 
Oklahoma 64,722 65,491 
Utah é 20,966 20,406 
West Virginia .. 32,812 29,150 


Louisiana Allowable Up—The Loui- 
siana State Conservation Commission 
has set the state’s crude oil allow- 
able for July at 699,063 b/d, a slight 
increase of 1,199 b/d over the June 
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allowable. North Louisiana was al- 
located 114,436 b/d and South Loui- 
siana will be allowed 584,627 b/d. 


Exports Decrease — United States 
exports of principal oil products con- 
tinued to decline during the four- 
week ptriod ended May 29, according 
to a weekly report by the Petroleum 
Administration for Defense. The av- 
erage of 207,100 b/d was an 80% 
drop from the average of the four- 
week period ended May 1. Table fol- 
lows (in thousands of b/d): 

—~ Change 
from 

Week Week 4 Weeks 4 Weeks 
Ended Ended Ended Ended 
May 20 May 22 May 20 May i 
Avgas ... 13.2 30.9 33.2 9.3 
Mogas .... . 40.3 25.1 30.6 
Kerosine ; . a 15.9 14.3 


Distillate ; J 127. 83.6 15.0 
Residual ... . 37. 49.3 19.8 


Total .... ' 37.9 207.1 89.0 


Penna. Runs Fall—Runs to stills 
of Pennsylvania grade crude oil con- 
tinued to fall in the week ended June 
20, averaging 51,918 b/d against 52,- 
610 b/d in the week ended June 13, 
according to the National Petroleum 
Assn. Comparative figures follow: 
Week Ended Week Ended 


June 20, 1953 dune 13, 1953 
51,918 52,610 


Week Ended 
June 21, 1952 
55,338 


Aramco Output Drops—Total pro- 
duction for the first five months of 
1953 was down more than 4.5 mil- 
lion bbl. from the same period last 
year, while May crude production in 
Saudi Arabia was up 1.5 million bbl. 
over May, 1952, according to a report 
by the Arabian American Oil Co. 


Crude production in May, 1953, was 
27,509,709 bbl. or 887,410 b/d. For 
the first five months of 1953, crude 
production was 124,621,764 bbl. or 
825,310 b/d. 


Crude processed at the company’s 
Ras Tanura refinery last month to- 
taled 6,299,263 bbl., and crude runs 
for the first five months of 1953 to- 
taled 29,666,929 bbl. 


Summary of API Report on Refining Operations 
(U. 8. Totals — B. of M. Basis) 


Week 
Ended 
June 20 


Production 


Crude runs—daily avg. 
Foreign crude included 
Per cent operated 
Gasoline 

Kerosine 

Distillate fuel oil 
Residual fuel oil 


Stocks 
Kerosine 


Distillate fuel oil 
Residual fuel oil 


Finished & unfinished gasoline 149,535,000 


,390,000 
82,701,000 
43,937,000 


Week 


Ended 
dune 18 
(figures in bbis.) 
7,026,000 
666 
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In early Spring Sinclair Dealers unwrapped their twa great new products — 
Sinclair EXTRA DUTY Motor Oil and PowER-x Gasoline . . . With perfect 
timing Sinclair backed them with the beginning of the greatest advertising 
barrage in its history — Life, Saturday Evening Post, Look, Collier’s — 
hundreds of Newspapers — Radio, TV — eye-catching point-of-sale displays. 
Sinclair Dealer reports are still coming in —“Our biggest volume yet”, 
“More new customers every day”, “We've hit the jack-pot, sales way up!” 


2,168 new dealers switched to Sinclair last year. Why not join them — 

take advantage of the powerful advertising and the pulling power of Sinclair's 
two great new products. Contact your nearest Sinclair Representative 

or write Sinclair Refining Company, 600 Fifth Avenue, New York 20, N.Y. 


SINCLAIR 


Ask about the Sinclair TBA Franchise featuring Goodyear— 
the greatest name in rubber! 
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/¢s not what you Fay tor Valves 
,. Mts what they ig you 


on Sticky Fluid 


tor instance 


(A Case History) 


What you pay for valves is not the final criterion of value. Not 
when maintenance costs can quickly equal or exceed purchase 
price. And a valve that hinders production is no bargain at any price. 


Take the case of valves formerly used on liquid latex lines in 
a paint factory—the Adams & Elting Division of the Glidden 
Company, Chicago. The valves were conventional design with Crane Packless ee sy + Valves, 
working parts exposed to fluid. The sticky latex accumulated and adams tlds make exttns 
congealed in the bonnet and stem threads. Too often, the valves See your Crane Catalog. 
were inoperable, forcing frequent costly maintenance with cost- 
lier production delays. 


The trouble was stopped completely with Crane Diaphragm 
Valves. Their sealed-to-fluid bonnet keeps latex out of the working 
parts. They operate smoothly ; never stick, never need cleaning out. 


Today, more than ever, you need greater assurance of quality. 
You get it in Crane Valves—the recognized standard of quality 
with thrifty buyers in every industry. Your big Crane Catalog 
offers complete selections for all needs; your Crane Representa- 
tive is always at your service. 


THRIFTY 


CRANE VALVES ane 


Crane Co., General Offices: 836 S. Michigan Ave., Chicago 5, Illinois 
Branches and Wholesalers Serving All Industrial Areas. 


VALVES + FITTINGS = PIPE © PLUMBING + HEATING 
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New Strength for your 


The one strongest TBA sales-and-profit power 
you can put in your dealers’ hands is the 
U. S. Royal Program. Time after time, it 
brings station-operators extra and easier 
sales success. And time after time, as a 
result, it insures oil marketers less dealer 


turnover—more dealer stability. 
LIFEWALL 



































dealers! 


The reason’s simple: this program delivers 
just what dealers need. A line of prod- 
ucts unrivaled in the TBA industry—each 
with its own “‘edge”’ of demonstrable selling 
features—each known and bought by 
millions. A level of profits that tops the 
field year after year, all year long! 
THE U. S. TIRE 








LIFEWALL 
U.S. ROYAL MASTER @ U.S.ROVALAIRRIDE @ U.S. ROVALDELUXE @ THEU.S.TIRE,E LP. @ CENTIPEDE GRIP 





UNITED STATES RUBBER COMPANY 
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Oil helps him dig deep treasure...ore! 


Each year, America’s miners send up from below ground over 


79 million tons of ore. The metal from this ore makes a million 
things — from bathtubs to battleships. Things that help us live 
better, things that help make our country strong. 
Oil is with our miners every step of the way. Oil helps them dig, drill; load 
and haul. And much of this vital oil comes from The Texas Company — 


for years one of‘the leading suppliers to the nation’s mining industry. 
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box-section reinforcing channels are 
welded. Heads are dished and 


whee oe we . 


in one operation by a Heil-built hydrau- 
lic press to assure precise uniformity. 


3. Manhole covers are lightweight, 
non-breakable pressed steel, equipped 
with 10-inch hinged filler caps, vents, 
and all necessary safety features plus 
a highly desirable self-locking latch. 
Cover is attached to manhole ring with 
non-sparking brass wing nuts. 


4. Combination junction and fuse box 


TANK 





conveniently located at top of front 
head, eliminates possibility of fouling 
lines. 


5. Smooth outer shell with no unsightly 
tie bands. Uniformity in die-pressed 
heads assures perfect fit and a straight, 
true, lead-free tank. 


6. Large, fast-flow manifold is the 
common-header type. All piping is 
rugged thin wall steel tubing with wide 
radius bends for unrestricted flow. 


7. Emergency valves in each compart- 
ment meet all 1.C.C. requirements. Indi- 
vidual cable controls are front and side 
of tank. Fusible plugs in top of tank are 
located directly over emergency valves. 
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th the LIGHTEST, STRONGEST 
Petroleum Transport ever built by 


This new Heil profit-maker is weight-engineered to haul extra payload—not 
excess metal. A 6000 gallon transport, for example, actually weighs half a ton 
less than the former 5750 gallon unit, carries an added payload of 250 gallons 
per trip with the same gross weight. On the basis of only one trip a day, it can 
give you a bonus load of almost 100,000 gallons a year! 

If it were possible to build a transport tank of one single piece of steel it would 
be an infinitely better unit than one which is fabricated of many pieces welded 
together. It follows, therefore, that the fewer the number of separate pieces it 
takes to build a transport, the greater its potential life in service. That's why it is 

* important to note that the 6000 gallon transport in the new lightweight design, 
for example, has 58 fewer pieces and 220 less feet of welding than previous Heil 
tanks which were already the leaders in providing these advantages! 

Yet they are even structurally stronger than ever. Static and dynamic strain 
gauge tests prove this new Heil design has stress levels indicating amazing en- 


durance. 


Get complete details on this new money-maker for your operation. Write 
Heil today! 


The new Heil triple-dished heads are formed and 
flanged in one operation by a Heil-designed hydraulic 
press. Heads are precisely identical, assuring strong 
straight tank structure. Closed box-section reinforcing 
channels welded to the straight-edge surfaces of the 
heads make an unbelievably strong unit. Intensive 
stress and strain gauge testing of every head in use 
today shows the new Heil heads to be the most re- 
sistant to liquid surge and the most efficient in trans- 
fer of sheer loads from tank shell to fifth wheel and 
running gear. 


THe HEJL co. 


3037 WEST MONTANA STREET 
MILWAUKEE 1, WISCONSIN 


DEPARTMENT 3773 


FACTORIES: MILWAUKEE, WIS. — HILLSIDE, N. J. 


Sales Offices: Union, N. J., Washington, D. C., Atlanta, Cleveland, Mil- 
waukee, Detroit, Chicago, Kansas City, Dallas, Denver, Los Angeles, Seattle 
Factories: Milwaukee, Wis.—Hillside, N. J. 
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A sound selling message, told over 
and over again . . . that’s the story of 
the Association’s 1953 advertising 
program. More than 210,000,000 adver- 
tisements in seven of the leading 
magazines are saying “keep the power 
you bought”. They are continually 
reminding America’s car owners... 


ASK tor a brand of 
100% Pure 


PENNSYLVANIA 


Motor Oil 


PENNSYLVANIA GRADE 
CRUDE OIL ASSOCIATION 
Oil City, Pennsylvania 








would make a stack 





KEEP 


the power 
you bought! 


VACATION COMING? Before 
you head for the open road, 
make sure you Set more power and 


mileage, less oil waste and fewer 


repair bills, Fil] 4P your crank. 


case with a brand of 100% pure 


Peansylvania motor oil, made 


from Nature's finest crude oil 
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Do starvation profits and “special deals” 
give you the feeling that you're getting nowhere in 
the tire business? Do forced tire sales and factory-owned 
retail stores and arbitrary resale prices make you 


feel like you're heading up a blind alley? 


GET OUT INTO THE OPEN SPACES OF 
BIG TIRE PROFITS with CORDUROY! 


Sympathy won't help you get out of the blind alley of profit- 
less tire volume. Neither will promises. But a good, sound 
program such as CORDUROY offers . . . a program that has 
HELPED THOUSANDS OF PROGRESSIVE INDEPENDENT MER- 
CHANTS MAKE MORE MONEY THAN EVER BEFORE... will 
put PROFITS into YOUR tire sales. 


CORDUROYS are America’s FINEST Replacement tires and 
tubes. Extra quality that delivers longer — safer miles. You 
can get them at lowest possible DISTRIBUTOR COSTS, regard- 
less of the size of your order. You deal DIRECT with the 
factory. You can set your own resale prices . . . maintain 
your independence. 


If you feel that you are up a Blind Alley — but you own 
your own business — and can BUY whatever brand you wish 
— Write to us today. Your territory may be open. 


prone fae 
ee Zordurey RUBBER COMPANY 


FACTORY and OFFICES © © © GRAND RAPIDS 1, MICHIGAN 
Highest Financial Commercial Rating since 1919 


CORDUROY — America’s FINEST Replacement TIRES and TUBES 
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FOR RE-SALE TO 
CAR OWNERS 


MODEL 1021 TWIN-LEG 


Car owners want a jack that’s easy to operate, 
simple to set up and safe to use. That's why 
they want Twin-Leg! This unique jack was 
especially built to quickly and simply raise 
any car high enough off the ground for trou- 
ble-free tire changing. Gone is the huffing 
and puffing... gone is the stooping and 
bending ...gone is the fear of having the 
bumper slip off the load rest. Here to stay is 
Twin-Leg, the bumper jack everybody wants 
—sales reports from dealers, store managers 
and service station operators bear this out! 


“than similar jacks! 


No parts to assemble, 
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Thrust-type roller 
bearing for easier 
| ifts! Handle is waist- 
fe, high... no stooping! = 
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SERVICE USE 


MODEL 1031 TWIN-LEG 


Here’s the Twin-Leg expressly made for service 
men! This heavier model has the strength 
and stamina to stand up under continuous 
service duty, yet it is just as easy to handle as 
its lighter-weight counterpart. Model 1031 
is just the jack to take on emergency road 
calls...depend on it for efficient service 
lifts, even under toughest conditions. It also 
comes in handy as an extra jack around shop 
or station, when a quick, simple lift is needed. 
Write for FREE descriptive catalog bulletins 
on Twin-Leg, both models 1021 and 1031. 


Dréanaut }“ 


AUTO SPECIALTIES MFG. CO., Dept. NP-7, St. Joseph, Michigan nuiatm 
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* One of a Series of Interest to the Petroleum Industry * 
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Next Du Pont 
Gasoline 


Survey To 
Be Mailed 
On July 24 


Results of the latest Du Pont Quar- 
terly Motor Gasoline Survey will be 
mailed to refiners on Friday, July 
24. 

These surveys furnish current 
data on octane numbers and TEL 
content of motor fuels marketed 
throughout the United States. 

Refiners have found the Du Pont 
Gasoline Survey to be valuable for 
indicating trends and competitive 
standings. And there are many who 
also use it as an aid to their market- 
ing programs. 











When the customer says 


It’s RARELY the fault of the gasoline! 


The above headline and cartoon have 
been reproduced directly from a folder 
recently put out by Du Pont. Its pur- 
pose is to prompt your dealers on how 


to cope with a common—but often 
hard-to-answer—customer complaint. 

“How many miles to the gallon?” is 
a familiar measure of both engine and 
fuel performance. Yet, ever since the 
gasoline engine first came into popular 
use, this method of measurement has 
been frequently misunderstood and 
misinterpreted. As a result, the gasoline 
dealer and the oil company he rep- 
resents are often maligned. 

In most cases where a customer com- 
plains to a gasoline dealer about poor 
mileage, improper car maintenance or 
erratic driving habits rather than gas- 
oline quality are to blame. But service 
station men are sometimes hard put to 
explain this to the customer's satisfac- 
tion. 

The new Du Pont folder makes it 
easier for your dealers to answer the 
complaint by serving as a constant re- 
minder of all the mechanical and hu- 
man factors that contribute to poor gas- 


ADVERTISEMENT—Prepared for the Petroleum Chemicals Division of E. 1. du Pont de Nemours & Company (inc.) 





Du Pont Engineering Services 
Help Refiners Achieve More Efficient 
Blending Plant Design and Operation 


The use and safe handling of tetraethy] lead are highly specialized operations 
which frequently give rise to some rather knotty refinery problems. 

To help refiners solve these problems economically and efficiently, the 
Du Pont Petroleum Chemicals Division offers special engineering services 
in blending plant design, construction and operation. This assistance covers 
every phase of the subject from site selection to training of blending plant 


personnel. 


TO HELP YOU set up efficient TEL blending plant operations, Du Pont will 
supply you with complete construction drawings and detailed specifications. 








oline mileage . . . such as dirty spark 
plugs, a plugged muffler, or accelerator 
pumping. It quickly pinpoints these 
factors in concise, easy-to-understand 
language. There are no long, involved 
explanations. Simple line cartoons 
make many of the points graphically 
clear. 

This new folder, “When the cus- 
tomer says ‘poor mileage,” is an ap- 
ty aga uel to a previous Du Pont 
older, “When the customer says 
heen The A noel folder as been 
extreme ular among oil compa- 
nies naa Socket who have, to aan 
a more than 200,000 copies 
of it. 

For sample copies and information 
on how to obtain the “poor mileage” 
folders for your dealers, write to an 
of the Du Pont Petroleum Chemica 
Division district offices. 





After years of stud 
Du Pont engineers have been able to 
set up standardized recommendations 
for plant design and operating proce- 
dures. Large refineries generally find 
these useful supplements to the work 
of their own engineering departments. 

To the small refinery, these recom- 
mendations are often extremely valu- 
able as a basis for setting up the entire 
blending operation. 

Since the plant designs are drawn 
to standard specifications, they may 
not always solve a particular problem. 
Therefore, Du Pont is prepared to offer 
advisory help in tailoring standard de- 
signs to fit individual circumstances. 


SELECTING THE SITE 
Railroad, pipeline and storage facili- 
ties, as well as the relative position of 
refinery units, all have a bearing on the 
location you choose for a blending 


and experience, 
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Engineering Services 


plant. Soil conditions, local code re- 
quirements and availability of materi- 
als must also be considered. Based on 
a wide variety of experience in dealing 
with these factors, the Du Pont engi- 
neering service men are prepared to 
help pick a blending plant site most 
advantageous to you. 


PLANT DESIGN 


Complete construction plans for TEL 
blending plants are available to all re- 
finers. When necessary, Du Pont engi- 
neers will be glad to discuss special 
designs to meet unusual requirements. 
For example, Du Pont recently helped 
a large user design a special piling ar- 
rangement to support a blending plant 
on swampy land. 

Today, many of the larger refineries 
are setting up facilities for continuous 
component 1 Save of refinery stocks, 
tetraethyl lead, dyes, antioxidants and 
other additives. If you are considering 
such a plant, our engineering service 
men can assist your own engineers on 
the design. 

Even after the actual construction 
has started, a Du Pont representative 
is available for consultation. And he 
will be glad to visit the job to discuss 
progress with your contractor when- 
ever needed. 


PERSONNEL TRAINING 
To insure the health and safety of 
blending plant personnel, a specialized 
training program is required. Du Pont 
representatives are prepared to provide 
complete, detailed recommendations 
for safe and efficient operation of the 
blending unit and to assist with the 
actual training of operators. Also, a 
member of the Du Pont medical staff 
will explain the health hazards in- 
volved and outline the precautions 


which should be observed. 


DU PONT REPRESENTATIVE (right) demon- 
strating proper use of tank cleaning safety 
equipment to refinery personnel. 


E. 1. DU PONT DE NEMOURS & COMPANY (INC.) 


Petroleum Chemicals Division * Wilmington 98, Delaware Offices: 





EASTERN DISTRICT MANAGER 


Atrrep R. Mu.uis is manager of the 
Du Pont Petroleum Chemicals Division 
Eastern District. His first association 
with the petroleum industry began in 
the Smackover Oil Fields at the age of 
10. His first refinery experience was at 
a large Gulf Coast refinery during the 





summer months, while attending col- 
lege. 

In 1938 he graduated from Rice 
Institute, and received a B.S. degree 
in chemical engineering. Following 
graduation, he was employed in the 
Research and Development Depart- 
ment of the Humble Oil and Refining 
Company. 

During World War II, Mr. Mullis 
spent four years in the Navy and was 
attached to the Bureau of Ships as a 
Petroleum Inspector. In 1946 he re- 
sumed his association with the Humble 
Oil Company in the Petroleum Inspec- 
tion Department. 

Mr. Mullis joined the Du Pont Com- 
pany in 1947 as a sales-service rep- 
resentative forthe Petroleum Chemi- 
cals Division. He was assigned to the 
Gulf Coast District and became man- 
ager of this district in 1950. In 1952 
he was transferred to New York City 
to his present position as eastern dis- 
trict manager. 








Three Important Considerations Relating To 
Du Pont Fuel Oil Additive No. 2 


1 Have you been receiving customer 
e complaints regarding plugged fil- 
ters or other stoppage of fuel oil sys- 
tems due to sediment formed in the 
fuel? To prevent these conditions, 
Du Pont Fuel Oil Additive No. 2 not 
only retards the formation of insoluble 
residues, but also reduces the particle 
size of the residues that are formed. 
The cost of this treatment is only 1.6¢ 
per barrel, or less. 
y) If you are now marketing only a 
e straight-run fuel oil, the use of 
Fuel Oil Additive No. 2 will enable you 
to blend your present product with 
peiahpiacamed docks of the proper 
boiling range without fear of causing 
clogged fuel systems. mony Oe the 
blend will permit you greater flexibility 
to meet peak seasonal demands, in- 
creased yield of domestic heating oil 
and release of straight-run stocks for 
sale as premium diesel fuel or for use 
as charging stock. 


Petroleum 


District 





3 If you are presently using a fuel 
e oil additive, the chances are you 
can obtain the same end results, or 
even better performance, at lower cost 
with Fuel Oil Additive No. 2. And, 
from the standpoint of freight costs, 
the high active ingredient content of 
Du Pont Fuel Oil Additive No. 2 is a 
further advantage. 

Samples for testing in your own 
stocks as well as a Booklet describ- 
ing the properties, applications and 
performance of Fuel Oil Additive No. 
2 are ready for you. Ask any Du Pont 
Petroleum Chemicals Division rep- 
resentative or address your request to 
one of the district offices listed below. 








Better Things for Better Living | 


| 
. . . through Chemistry | | 
hemicals 








NEW YORK, N. Y.—1270 Ave. of the Americas. Phone COlumbus 5-3620 
CHICAGO, ILL.—8 So. Michigan Bivd. 

TULSA, OKLA.—1811 So. Baltimore Avenve 
HOUSTON, TEXAS—705 Bank of Commerce Bidg. 
LOS ANGELES, CALIF.—612 So. Flower St. 


Phone RAndolph 6-8630 
Phone TUlsa 5-5578 
Phone PReston 2857 
Phone MAdison 1691 


IN CANADA: Canadian Industries Limited—Toronto, Ont.—Montreal, Que.—Calgary, Alta. 


ADVERTISEMENT—Prepared for the Petroleum Chemicals Division of E. 1. du Pont de Nemours & Company [Inc.) 


Printed in U. S. A. 
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Every minute two dozen motorists are buying 
new batteries; 1380 every hour, 33,330 a day, 
12 million a year sold by neighborhood service 
stations! 

Approximately one half of all the replace- 
ment tires, batteries and accessories sold this 
year will be sold through these important retail 
outlets . . . the 200,000 neighborhood service 
stations which are supplied by major oil com- 
pany and oil jobber organizations. 

How do you put your brand in this picture? 
How do you get your share of this TBA* busi- 
ness? Not from the attendants or operators. 


You have to reach the marketing executives 
of oil companies and oil jobber organizations 
... the men who direct the packaging, storage, 
transportation and sales of petroleum products, 
PLUS the purchase and resale of tires, bat- 
teries and accessories . .. the men who read 
National Petroleum News every week for latest 
marketing and merchandising news. 

For your share of service station TBA busi- 
ness, use the direct approach to the right men. 
Start telling your story in National Petroleum 
News now! 


*TBA is the oil industry's designation for tires, batteries and accessories. 


Publishers of the 
Annual TBA Directory 
& Buyer's Guide 


Publication offices: 
1213 West Third Street * Cleveland 13, Ohio 














AUTO-UITE Bulls-fye 


Here’s why it’s easier 
to sell Bull’s Eye... 


Auto-Lite Bull’s Eye is guaranteed to burn 
even when lens is cracked or broken. 


Auto-Lite Bull’s Eye concentrates more 
light into main driving beam. 


Auto-Lite Bull’s Eye is sealed under 9000 


ibs. per square inch pressure to keep mois- 
ture and dust out. 


Auto-Lite Bull's Eye is specified as original 


factory equipment on leading makes of 
cars and trucks. 


Auto-Lite Bull’s Eye is backed by national 
magazine, television and radio advertising. 


Order Auto-Lite Bull’s Eye Lamps 
from your Jobber Today! =m 


From coast to coast Auto-Lite dealers _— 

are reporting Auto-Lite Bull’s Eye oh \ sel 
sales at an all-time high. Car owners are 

switching to the lamp that won’t 

BLACK OUT. So be sure you’re handling this 

distinctive original equipment lamp . . . boost your 

sales and profits! Order from your local 

Auto-Lite jobber today or write to 

THE ELECTRIC AUTO-LITE COMPANY 


Telede 1, Ohic Teronto, Ontario 


SEALED TIGHT ~STAYS BRIGHT... 























ales at All-Time High 


... because car owners want the 
lamp that won't black out! 





i 


Ruth ae 


Ordinary lamp blacks Auto-Lite Bull’s Eye keeps 
out when the lens is burning even when the 
cracked or broken lens is cracked or broken 


The Auto-Lite Bull’s Eye is the only lamp that provides 
double safety. First, nothing but a metal-back sealed beam 
unit like the Auto-Lite Bull’s Eye continues to burn even 
when the lens is cracked or broken. All other types black 
out at once... the Auto-Lite Bull’s Eye continues to give 
light. The second safety feature . . . the exclusive Bull’s 
Eye concentrates more light into the main driving beam, 
for easier, safer driving. 








———————™—<“<~S*;é 
} Concentrates MORE light into the Main Driving Beam! 
= 








Sere + eee 


TUNE IN ‘SUSPENSE!’ . . . CBS TELEVISION TUESDAYS 


ONLY AUTO-LITE MAKES THE BULL’S EYE 





Compare this deal 
with any other! 


You'll see that KELLY is your kind of company—not too big, 
not too small—with a dealer set-up geared for profits! 


Check it off, point for point, and you’ll see that 
Kelly is ideally equipped to give you a good deal all 
the way ‘round. Kelly is big enough to give you 
powerful advertising support . . . small enough to 
give you individual assistance in building your 
business . . . old enough to have built a name that’s 


give you modern, ever-improving products that 
meet any competition. Kellys are still delivering 
extra thousands of safe miles. And Kelly Dealers are 
still ringing up plenty of sales. 

Write for all the facts about a money-making 
Kelly Franchise today. The Kelly-Springfield Tire 


synonymous with quality . . . progressive enough to Company, Cumberland, Maryland. 


Acceptance 
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Commercial Heavy Dual Trac 


Passenger Tread Truck Special Service 
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with DULUX 


REG. U.S..PAT. OFF. 


Colorful, well-groomed pumps and build- 
ings command the attention that at- 
tracts more customers. Good appearance 

is good business, and a smart-looking 
station can often make the difference 
between winning or losing a sale. 


That’s why profit-wise station opera- 
tors all over the country are using 
Du Pont DULUX Enamel to protect 
their equipment. They know that 
DULUX colors keep their original beauty 
for months... stand up under rugged 
service... resist bad weather... gleam 
like new after every wipe-down. Because 
durable DULUX is amazingly resistant 
to oil and gas spillage it helps you solve 
maintenance problems and cut mainte- 
nance costs. 


With over 187,000 service stations 
competing throughout the country, it’s 
not enough to offer expert service .. . 
you have to show prospects that your 
station is a leader. Why not let Du Pont 
DULUX help you do it? 





On tank 


trucks” 

BUSINESS GROWS 
WHERE 

DULUX GoEs 
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BETTER THINGS FOR BETTER LIVING... THROUGH CHEMISTRY 


DULUX enamel 


PEG. UV. 6. PAT. OFF. 


CHEMICALLY ENGINEERED TO DO THE JOB BETTER 
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New Westinghouse 


Free promotion kit brings in business and 
identifies your dealers as SAFETY CHECK HEADQUARTERS 


HERE’S WHAT IT CONTAINS . . . 


Colorful 30" x 13" 
transparent streamer 


Auto Bulb Guide Chart—shows 
proper replacement bulb for all 
makes and models of cars, 
including 1953 models. 





MN Pde agi BUSINESS 

D ot here b memalnn 01009 Se —" 
Pray nme POR m f a 
Sota cemee aren en sens — ry — 


- 
S crtey cme Of fe arom 


Order Form Dealers 


Use To Get: Snap-on Check List 
Tag—dealers leave 
on steering wheel 
or dashboard of 
serviced car. Tells 
owners that a 


Safety Check has 


been made. eeeneeeeveeeeeeeeeeeeeeeeeeeeeeeeee eeeeeeeee 


— 

















Safety Pledge Certificate 11" x 14" counter 
suitable for framing. or window card 


8" Safety 
Check Emblem 
(choice of decal or 


paper sticker) 





YOUR CAR 
WAS BEEN 














Safety Check car door 
stickers—dealers write 


date on sticker and 
Series of four Direct Mail cards place on door frame 


with or without dealer imprint. as record of Safety 
Newspaper Ad Mats Check. 
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Campaign Sells 
YOUR DEALERS 


AS SAFETY CHECK HEADQUARTERS 


In every town, people will come to know this SAFETY CHECK emblem. They'll go to 
the dealer that displays it because they'll want Safety Check Service. 


The emblem pledges your dealers to endeavor to check windshield wipers, battery, all 
lights, tires and brakes on every car left for service. Checks now done as a courtesy. This 
new campaign sells your dealers as Safety Check Headquarters. Tie-in and profit. 


Direct Mail letters for you to use announcing the 
Safety Check campaign to your dealers available at 
no charge. : 





Your dealers will also obtain a Poncho 
in every display kit when they pay 60¢ 
for the kit. Made of durable plastic in 
a bright yellow, with the Safety Check 
Emblem on the back, it will last a 
long, long time. 


MAIL THIS COUPON TODAY -— For full in- 
formation on how you and your dealers can profit with 
Safety Check. 


Westinghouse Lamp Division, Dept. NP-7 
Bloomfield, New Jersey 


——— 


"You CAN BE SURE...1F 11's 


Westinghouse 
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HANNAY HOSE REELS’ 


“save work and time’’, 
say the men who use them 


oi 


Satisfied users take time out to 
- write us about how well Hannay 
Hose Reels serve them. Regardless 
of anything we may say about our 
product, this, after all, is the final, 
positive proof of performance. 


A 





Mr. T. J. Etheredge, Jr., Distributor of Gulf 
Oil Products in the city of North, South 
Carolina, writes, “We believe that the 
money invested in the Hannay Hose Reels 
has paid more dividends than any piece 
of equipment that we have ever purchased 
...actually save the equivalent of one-half 
the work and time of delivering fuel oil.” 


wANNay 
HOSE REELS 


*ly. $. Pat. No. 2,490,353 CLIFFORD B. HANNAY & SOW, In 


Patented 1950 in Canada VEStERI GO NEW yorY 


©1953 C.B.H. & S. Inc. 


MANUFACTURERS OF MANUAL AND POWER OPERATED HOSE REELS FOR EVERY PURPOSE 
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Oil Price Protests Grow; Majors to Testify 


Most oil companies East of the Rockies have now raised prices for 


crude and products—and are in a tight spot as a result. 


Not only have 


the price boosts stirred a hornet’s nest of protest, but there is some 
question whether the increases can stick. 

Topping the list of oil company headaches is a national investiga- 
tion of prices by the House Commerce Committee, led by Chairman 


Charles A. Wolverton (R., N. J.). 


Rep. Wolverton’s decision to in- 
vestigate followed complaints from 
New Jersey dealers (see p. 36) and 
others. But protest against the in- 
creases by jobbers, dealers and the 
public is spreading across the coun- 
try. Many Independents are fearful 
of the impact on their margins and 
net profits. Others, who will not lose 
financially, fear the harmful effects 
of public ill will. 


A big question is whether the 
price advances will hold up in the 
face of good oil product supplies in 
most parts of the country—plus the 
fact Middle East crude has not risen 
in price. In some U.S. areas, oil 
companies have not boosted prices 
along with the general trend. And 
there is isolated talk of a rollback. 


Following is an area-by-area re- 
port on the impact of the price in- 
creases, starting with the nation’s 
capital. Additional details of price 
changes appear on p. 52. 


Washington 


The House Commerce Committee 
this week asked top officials of four 
major oil companies to testify July 
6 on the reasons for the oil price in- 
creases. 


Asked to appear were: K. S. 
Adams, chairman, Phillips Petroleum 
Co.; B. Brewster Jennings, president, 
Socony-Vacuum Oil Co.; Eugene Hol- 
man, president, Standard Oil Co. 
(New Jersey); and R. G. Follis, 
chairman, Standard Oil Co. of Cali- 
fornia. 


Mr. Wolverton said lead-off wit- 
nesses July 1 would include New Jer- 
sey gasoline retailers, and probably 
members of the Michigan legislative 
committee investigating state oil 
prices (see NPN May 27, p. 17). Mr. 
Wolverton said Paul Hadlick of Na- 
tional Oil Marketers Assn., would be 
an early witness. Mr. Hadlick has 
charged “collusion” on the part of 
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Hearings start this week. 





the majors, and has asked the Jus- 
tice Department for a grand jury in- 
vestigation. Petroleum Administra- 
tion for Defense also is slated to 
testify. 


Inserting a statement in the Con- 
gressional Record, Mr. Wolverton de- 
clared: 


“I reach a conclusion that perhaps 
the price increases have nothing to 
do with competition and the free 
play of the market.” He said in- 
ventories and production both are 
high now, and suggested that the 
price increases cannot be maintained. 
He called the price boosts, at a time 
of record level exploration and devel- 
opment and high level production, 
“rather curious indeed.” 


Extent of Probe—-The Wolverton 
investigation will be a sweeping 
probe of oil industry issues. Mr. 
Wolverton said his committee will 
cover the recent oil price increases, 
plus earlier crude and products hikes 
on the West Coast. The committee 
also will study the effect on prices 
of: 


1. The current rate of production, 
and imports and stock positions. 


2. Whether domestic production 





Middle East Warning 


A red flag in the oil price 
picture is the fact that the price 
of Middle East crude has not 
changed — despite crude ad- 
vances in the U. 8. 

This means that, barring an 
increase, most deepwater refin- 
ing points will be able to get 
Persian Gulf crude at prices 
lower than those for U. S. or 
Venezuelan crude. A report on 
this development appears on 
p. 55. 











has been restricted through manipu- 
lation of various rates of allowables 
so as to jeopardize or reduce the 
supply below current demand. 


3. “The prophetic nature of the 
statements made a month ago (dur- 
ing House Ways and Means Commit- 
tee hearings on oil imports) by 
spokesmen for major oil companies 
that ‘a general policy of discourag- 
ing imports would force higher prices 
on consumers.’ ” 


4. The extent to which recently 
announced higher crude prices have 
lessened pressure for immediate leg- 
islative action restricting the amount 
of oil imports. 


5. Whether, by virtue of the re- 
cently-renewed “voluntary agree- 
ment” covering operations of domes- 
tic producers abroad, any limitations 
may be placed on imports or foreign 
production, and whether these may 
affect the question of price. 


DJ Will Listen—The Justice De- 
partment has promised to give “care- 
ful consideration” to the charge 
made by Paul E. Hadlick, general 
counsel of National Oil Marketers 
Assn., that the oil price increases 
have resulted from “collusion” among 
oil companies. 


Ellis Charges Squeeze—Oil price 
increases are causing some jobbers 
to suffer margin cuts, Otis Ellis, gen- 
eral counsel of National Oil Jobbers 
Council charged this week. “Judging 
from comments received so far,” Mr. 
Ellis said, “the jobbers in the field 
are raving mad.” 


Mr. Ellis stressed, however, that 
NOJC officials “are trying to fol- 
low their usual policy of getting the 
facts before taking a position. 

He said he had heard of only one 
instance of increased margins for 
jobbers—the reported action by So- 
cony Vacuum (see East Coast re- 
view below). 


Elsewhere, Mr. Ellis asserted, job- 
bers are receiving only a simple pass- 
through of tank car price boosts or, 
worse yet, are being required to ab- 
sorb part of that increase. As an 
example, he cited a report from Ar- 
kansas that jobbers have had a 1.25c 
per gal. boost at tank car during the 
past two months and have been per- 
mitted to up the price only 0.6c per 
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gal. at tank wagon. He said ic of 
the increase came during the present 
general raising of gasoline prices. 

Another instance, Mr. Ellis said, is 
reported from Kansas, where the 
tank car price has risen 1.125c, while 
tank wagon has gone up only 0.5c 
per gal. 

He said a roughly parallel situa- 
tion apparently exists in Nebraska 
and Minnesota. 

Mr. Ellis said he has been invited 
to testify at the House Commerce 
Committee hearings on price in- 
creases, but said he asked for a de- 
lay “because of a lack of concrete 
information that would enable us to 
make definite and positive conclu- 
sions.” 

“The situation has not jelled,” he 
explained. 

Earlier, Mr. Ellis had stated: 

“The whole situation is enough to 
make an economist throw his text 
book out the window. Here we sit 
with excess stocks of crude oil and, 
according to some, the country is be- 
ing further flooded with imported 
crude. Yet, in the face of such a 
situation, this overly abundant com- 
modity is made the subject of a price 
increase. 

“The situation on products stocks 
is comparable. And yet, by some 
strange manner, contrary to normal 
economics, price increases of these 
products go into effect.” 


East Coast 


Higher margins for some jobbers 
in New York State have been re- 
ported. Empire State Petroleum Assn. 
learned from some members that So- 
cony-Vacuum has increased gasoline 
margins in the state “a maximum” 
of 0.25c. An NPN check indicated 
that increases to jobbers might av- 
erage 0.125c. 

Said an association bulletin: “Since 
Socony-Vacuum deals individually 
with each reseller, the margin in- 
crease has been worked out on an in- 
dividual basis, taking into account 
previous adjustments.” 

Pennsylvania Protest — However, 
Pennsylvania Petroleum Assn. said in 
@ press release that, to the best of its 
knowledge, no part of the “big” prod- 
uct price increases made in Pernsyl- 
vania is going to jobbers. 

(Most suppliers increased tank 
wagon prices 0.8c on gasoline and 
0.6c on distillates. Gasoline hikes in 
western Pennsylvania ranged from 
0.75c to 1.4c.) 

The association’s release, sent to 
the principal press services and to 
ee Pennsylvania newspapers, 

“The big increases in prices of gaso- 
line, fuel oil and kerosine announced 
this week in Pennsylvania by the pro- 
ducing and refining companies, be- 
cause of increased operating ~costs, 
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are being passed on to the public 
mainly through various Independent 
marketers or jobbers.”” None of these, 
“based on the best available informa- 
tion, have received any distributing 
benefits, in spite of the fact that 
their own costs of operation have 
continued to mount month after 
month.” 

The release added that “the Inde- 
pendent jobber handles about half 
the gasoline sold in the Common- 
wealth, plus approximately 80% of 
the lighter fuels, including heating 
oils and kerosine.” 

New Jersey Confusion—A spokes- 
man for New Jersey Gasoline Re- 
tailers Assn., said the situation in 
New Jersey is “total mess.” Some 
dealers have raised prices 0.5c and 
some 0.7c (tank wagon prices were 
up 0.8c), he said, but it “seems as 
though no two stations are posting 
the same price.” 

A representative of Inter-City Gaso- 
line Dealers Assn., Inc. (New York 
City) said, “We have not yet sur- 
veyed the city (mostly Manhattan 
and the Bronx) for dealer prices 
but ... I am satisfied that if there 
has been any taking of any margin— 
it certainly has been very limited,” 

A major company spokesman for 
a New Jersey division said, “We have 
had no unusual reaction from job- 
bers, a few gripes, but in fact—no 
complaints.” 

New England Impact—aA jobber in 
Hartford, Conn. said dealers are now 
posting 20.9c for regular and 22.9c 
for premium (ex taxes), giving them 
a margin of 4.6c on regular and 5.1c 
on premium, This is around 2c higher 
margin than they got before the tank 
wagon hikes. The jobber said the 


price increase by majors has ended 
the Hartford price war. (During the 
price war, dealers were getting 2c a 
gal. margin on regular and 2.5c on 
premium.) He added “I think the 
price is so high that it can’t hold. 
But the customer squawk is going to 
be terrific.” He is posting 3.25c above 
yard prices for heating oil. Delivered 
tank wagon is now at 14.2c (after 
discount, 13.7c). 


A Massachusetts jobber said “the 
heating oil increase is justified to 
some extent, but the gasoline increase 
knocked us for a loop. We are now 
operating on 10 points less margin 
than we did last summer and in some 
areas 20 points less than last year. 
We have had no margin increase, nor 
do we expect to get any.” 


A jobber in Portland, Me., said 
he takes a “very dim view of the 
whole situation — and the general 
public reaction is not good either.” He 
saw no hope of a margin increase, 
“put if I say a prayer every Sunday 
for the next 44 years—who knows?” 
The jobber doesn’t think much of the 
Wolverton hearing, because “the dam- 
age is already done.” 

Another Portland jobber said the 
local price war “is clearing up nice- 
ly.” A few dealers, he added, are still 
posting as low as 19.8c for regular 
(ex taxes), but most are getting 22.7c 
for regular and 23.8c for premium, 
which gives a margin spread of from 
4.0c to 4.5c. During the price war, 
gasoline dealers were down to a 
margin of 2.0c to 2.5c. 

Grumbling in Philadelphia—Gaso- 
line dealers in Philadelphia generally 
increased their pump postings a full 
cent both times tank wagon prices 





How Crude Hikes Changed Product Prices in 1946-47 


Where oil product prices will set- 
tle following the recent crude price 
increases, no oil man is sure. But a 
look at previous general crude boosts 
in one area gives an indication of 
what may happen this time. The 


NPN table below shows price in- 
creases in 1946 and 1947 for 36 grav- 
ity Mid-Continent crude. It then lists 
Oklahoma (Group 3) tank car prices 
—before and after each crude in- 
crease. 


——Oklahoma (Group 3) Tank Car Prices——————_ 


Crude Price Regular 
_ Grav. Mid-Continent) Gasoline 


April a oe to appa 27: 

.. 5.00 -6.00c 
j 5.375-6.00 
July 25—up 25e to $1.52: 


1947 

March ge A 25c to $1.87: 
7.00 -7.50 
8.00 -8.25 


8.375-10.00 
9.00 -9.25 


Oct. 15 up 300 to $2.07: 
MORO. ce 


pO” Sere 
Dec. 6—up 50c to $2.57: 
Before... 9.00 -9.25 


After . 10.00 -10.875 


Kerosine 
4.875c 
4.875 


4.875 
5.375 


7.125-7.375 125 


9.50 -9.875 .00 - 9.25 





No. 2 Fuel No. 6 Fuel 


He oe ee 


pe 


inn 
QO ht ht bet 
oe Me 
wom we 


5.25 -5.50 -75 
5.50 -5.625 00 


' 
pee pape pape 


yo 
bo be 
© 6 


5.75 -5.875 5.375 
6.875-7.00 375 


Ss 


7.875-8.125 -75 
7.875-8.125 75 


Be Ge Le 


Ni NN BH 
as 35 
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went up (first 0.6c, then 0.8c). Re- 
tailers of heating oil there as a rule 
simply passed along the 0.6c hike for 
that product. : 

Philadelphia motorists did not take 
kindly to the two price increases, 
coming only a week apart, “They 
grumbled that we ganged up on 
them,” reported one jobber. “Every- 
body’s in a defensive mood, and it’s 
done a lot of damage.” 

Philadelphia dealers, by adjusting 
their margins upward a total of 0.6c, 
now have a margin in most cases of 
about 5c, which they call “just liv- 
able.” e 

In the Providence, R. I, area, 
gasoline dealers with a few excep- 
tions raised pump postings in the 
exact amounts of the tank wagon 
increases—0.6c and 0.8c. The excep- 
tions didn’t go quite so high. Provi- 
dence heating oil retailers just passed 
along the 0.6c distillate boost. 


Midwest 


Gasoline prices in the Midwest have 
largely reflected only the amount of 
the tank wagon advances. Dealers 
generally have had little or no margin 
increase. 

In Cleveland, for example, practical- 
ly all stations have met Standard of 
Ohio’s retail increases (at salaried 
stations) of 1c on regular and 1.5c 
on premium gasoline. However, many 
dealers did get a 0.2c margin boost 
on premium gasoline, since the tank 
wagon price rose only 1.3c. 

Light Fuel Increases—There has 
been no reaction whatsoever from 
home owners and very little mention 
in the press regarding 0.3 to 0.5¢ in- 
crease in light fuels throughout Mid- 
west states. The explanation is the 
lack of summer interest in fuels at 
retail, 

As to whether the advance will 
“hold” is another matter. Some in 
the trade believe the boost in tank 
wagon prices for Nos. 1 and 2 fuels 
will not last through the summer in 
Some areas. Some think local in- 
creases may be shaded to some in- 
termediate price level between cur- 
rent postings and those in effect pre- 
vious to June 22 (date Standard of 
Indiana announced its increases). 


Twin Cities Doubtful—in the Min- 
neapolis-St. Paul area, for instance, 
important Independents, up to now, 
have not boosted their tank wagon 
(retail) prices on No. 1 and No, 2 
fuels in line with major brands. If 
the Independents do not follow, and 
at the moment there is no indication 
they will, local sources say that tank 
wagon prices for burning oils “prob- 
ably will roll back” to the “old” 
prices. 

One of the main reasons for the 
Twin Cities Independents’ not “hav- 
ing” to go up is said to be the 
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abundance of supply available to 
them. Sources point to East-of-Cali- 
fornia stocks figures for kerosine and 
distillates, which on June 20 stood at 
98 million bbls., as against 74 mil- 
lion bbls. last year, an increase of 
almost 32.5%. 


Oil company officials point out, 
however, that these stocks figures 
are only part of the whole story, 
since the oil industry was just be- 
ginning to recover from nationwide 
strikes at this time last year. Also, 
refiners are preparing to meet ade- 
quately an expected 7% increase in 
demand over last winter. A third 
major point refiners bring up is that 
in March, secondary supply inven- 
tories in District 2 were only 42% 
of capacity—a very low figure. 


The comment of one refiner is that 
“we're going to have to sit back and 
watch this thing shake itself out.” 


Protected Margin — In one area 
where tank wagon prices for gaso- 
line advanced only 0.4c as compared 
with a full cent in Group 3 tank car 
prices, a jobber secretary pointed out 
that jobbers still have a gasoline 
margin guaranteed at 2.75c gal., but 
that private brand and open market 
buyers are 0.6c in “worse position.” 

The jobber secretary added, how- 
ever, that with gasoline stocks high, 
the “old differential” at wholesale 
between major company Group 3 
basis selling prices and what open 
market traders buy at, “may return 
because of the natural law of supply 
and demand—stocks are high.” 

As to the 0.5c increase in whole- 
sale prices in his area on light fuels 
and the 0.3c advance at tank wagon, 
he said jobbers are taking this in 
their stride because various other ad- 
justments that have come along after 
freight rate increases have been 
“fair.” Fuel oil margins among his 
membership vary from 2.22c to 4.25c 
depending on a jobber’s location. In 
general, he said, rural jobbers have 
had a good margin to operate on and 
can’t now, in good faith, complain. 


Want More Margin — However, 
Michigan jobbers have spoken up for 
a share in the general price rise. Di- 
rectors of Michigan Petroleum Assn. 
last week issued this statement: 


_“In view of the fact that recent 
price increases were announced as 
due to increased cost of doing busi- 
ness, it is inconceivable that the sup- 
plying companies would not provide 
a share of the increase for the job- 
bing branch of the industry, com- 
mensurate with the functions we 
perform. 

“We have instructed our jobber 
members to discuss with their re- 
spective suppliers ways and means of 
immediately bringing about such ad- 
justment, 


“We have also instructed our ex- 


ecutive secretary to communicate 
with the supplying companies, urg- 
ing immediate action.” 


Southwest 


An oil man in the Southwest reared 
up and sounded off — publicly — last 
week about what he believed to be 
unfair hikes in service station gaso- 
line prices. He made good copy for 
local newspapers. 

Cc. D, Brown, president of the Lou- 
isiana Oil Marketers Assn., and a 
Continental Oil Co. consignee in 
Shreveport, La., said the 1.5c in- 
creases posted at most stations in 
his area (following 1c gal. tank wagon 
increases) were too much. 


Mr. Brown pointed out that dealer 
margins in the Shreveport area were 
about 6.6c gal. before the tank wagon 
increase, with some station operators 
getting as much as 6.9¢c. 

“Dealers I supply went up ic, to 
23c for regular and 25c for premium 
(excluding 9c state and federal 
taxes),” Mr. Brown stated. “That 
still gives them a 6.6c margin, which 
is above the average in other parts 
of the country. These boys that 
went up 1.5c were just adding fuel to 
the fire with that extra 0.5c.” 

One Shreveport paper headlined Mr. 
Brown’s remarks, “LOMA Head 
Blasts Increases.” The oil editor of 
the Shreveport Journal supported Mr. 
Brown editorially in his daily column. 

Texas Prices Up—Meantime, in 
Texas, Gordon Griffin, secretary of 
Texas Service Station Assn., said a 
survey he had made over the state 
showed dealers were increasing their 
prices an average of 1.5c per gal. 

In large cities, Mr. Griffin said, the 
increases ranged from ic to 1.5c, as 
a rule, while in smaller towns, some 
dealers went up as much as 2.5c per 

al. 
. The average increase of 1.5c per 
gal. in station prices byought margin 
of most dealers in the state to about 
5c to 5.25c, Mr. Griffin stated. 

In Houston, where Humble Oil & 
Refining Co. raised its tank wagon 
prices 0.7c, stations handling Humble 
products were generally taking a full 
lc, 

One Humble station operator was 
quoted in a Houston paper as saying, 
“The 0.7c increase was for Humble. 
The extra 0.3c is for me.” 

There were no reports of any sta- 
tion operator or jobber in the South- 
west absorbing the tank wagon in- 
creases. , 

Jobber Margins OK--In Austin, 
George Hofmayer, executive secretary 
of Texas Oil Jobbers Assn., said if 
Texas jobbers had any new complaints 
about their margins since the tank 
wagon increases, they had not in- 
formed him about them. 

Hugh Dryer, president of the Texas 
association, said he and other jobbers 
would be affected in one way—prof- 
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its will be down, percentage-wise, be- 
cause jobbers will have more money 
tied up in the same amount of prod- 
ucts. 

But Mr. Dryer passed along the 
tank wagon increase to his customers. 
The only station he controls in his 
area of Lubbock, Tex., went up ic 
on retail gasoline prices, to 20.5c and 
22.5 for regular and premium, ex- 
cluding 6c taxes. 

Another Texas jobber, J. W. Newell 
of Alpine, Tex., said the increase 
was not affecting his margin. His 
supplier, Gulf, increased tank wagon 
prices lc on gasoline, and Mr. Newell 
passed this along to his stations. 

Mr. Newell said, however, that he 
had heard stations handling products 
of another major in two spots in his 
territory had increased retail prices 
only 0.3c. 

“If this is so, we might have trouble 
before long,” he said. 

Gallonage for jobbers was generally 
off, following the price increase at 
tank wagon level, in Texas. The 
majority said, however, that their 
accounts had filled up prior to the 


prices hikes, because they knew they 
were coming. 


New Jersey Dealers 


ASOLINE at 


COST 


or BELOW 


Today and Tomorrow 


IN PROTEST TO UNCALLED FOR AND UNNECESSARY INCREASES IN THE, 
PRICE OF GASOLINE AND OIL, THE DEALERS LISTED BELOW ARE HOLDING 
A TWO DAY PROTEST SALE IN ORDER TO EXPLAIN OUR POSITION, WE 
QUOTE THE FOLLOWING FROM VARIOUS MAJOR OIL COMPANY'S REPORTS, 
SOME OF WHICH SHOW THAT THEIR EARNINGS FOR THE FIRST QUARTER 


ARE AHEAD OF LAST YEAR: 


“Through improved production methods, techno- 
sal advances, research and more efficient mar- 


age gram 8 sabe for. ves 


to stimulate technological improvements, cost re+ 
ducing procedures, a ding out of i 





. a | 


PROTESTING what they said are unjustified gasoline price increases, the New Jersey 

Gasoline Retailers Assn. placed this ad in an Elizabeth newspaper announcing a gaso- 

line “sale.” The ad, signed by 13 service station dealers, urged readers to write their 
congressmen, asking a probe of gasoline price increases 


Help Touch Off 


Wolverton Oil Price Investigation 


A good bit of the steam propelling 
the House investigation of oil prices 
comes from John Dressler and the 
dealers he leads as executive secre- 
tary of the New Jersey Gasoline Re- 
tailers Assn., Linden. 

When the price increases came last 
month, association members got mo- 
torists to mail postcards to Wash- 
ington lawmakers, protesting the 
hikes. One congressman, consumer- 
minded Chairman Wolverton (R., 
N. J.) of the House Commerce Com- 
mittee, is taking it from there (see 
p. 33). He has had complaints from 
other quarters, too. 

For years, Mr. Dressler and his 
dealers have been trying to persuade 
or maneuver the major companies 
marketing in New Jersey into fair- 
trading their products, or operating 
with a below-cost sales act or other 
unfair trade practices law on the 
statute. books. 

Failing such almost throughout, 
they’ve come to plumping for divorce- 
ment of gasoline wholesaling from re- 
tailing. 

Accuse Majors—Mostly, they’ve in- 
sisted, in effect, that northeastern 
New Jersey’s chronic price wars have 
been caused by the majors’ over- 
building of service stations. That, and 
the majors’ practice of selling gaso- 
line to the private-brand operator at 
a couple of cents off. 

They've dramatized their argu- 
ments, too. When the private-brand 
multi-pump appeared on their scene, 
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Mr. Dressler and some of his dealers 
organized the Automotive Products 
Credit Assn., Inc., and set up a com- 
peting multi-pump. 

To interest state legislators in in- 
vestigating the causes of the price 
wars, and perhaps enacting a price- 
fixing law, the association let them 
have a demonstration of the “effects” 
of price wars. 

The dealers staged a two-day mass 
closing of service stations in Febru- 
ary of 1952. The price measure wasn’t 
passed, but a price war study com- 
mission was established. 

The divorcement idea was broached 
to the commission, and got a brush- 
off. However, the commission did 
hand down recommendations which 
were incorporated into a so-called un- 
fair motor fuel practices bill (H. 473). 

The measure, recently passed by 
the legislature, prohibits wholesal- 
ers from discriminating in price 
among reseller customers and grant- 
ing them rebates, allowances, dis- 
counts or other such concessions. 

‘Sale’ Gets Attention—Just before 
final action on the motor fuel bill, 
Automotive Products Credit’s multi- 
pump and about a dozen other sta- 
tions of Dressler followers conducted 
a two-day “sale” on regular-grade 
gasoline, charging 1.2c less than tank 
wagon. This represented a 3c drop 
from pump postings of the day be- 
fore the sale. 

Postcards handed to customers 
urged a public investigation of pric- 


ing practices in the state. They were 
addressed to Representative Wolver- 
ton and Senator Hendrickson (R., 
N. J.) at their homes. Leaflets hand- 
ed out with the postcards suggested 
current prices might be explained by 
monopoly in the industry. 

Booklet Blames Suppliers — This 
same suggestion had been made ear- 
lier in a booklet distributed by the 
New Jersey retailers association. 

Entitled, “Major Oil Companies 
Cause High Gasoline Prices to the 
Motorist,” it was replete with pic- 
tures of majors’ closed service sta- 
tions and more under construction, 
some of the latter in the vicinities of 
the former. The suggestion was that 
the major companies take the cost of 
such zeal for representation out of 
the hide of the motorist when he buys 
gasoline. 

The New Jersey retailers group, 
in its recent annual convention in 
Atlantic City, adopted a resolution 
condemning the new higher gasoline 
prices as “not justified” and declar- 
ing that: 

“This unreasonable and unwarrant- 
ed increase in price will probably 
cause the major oil companies to 
build more new service stations, 
thereby reducing the sale per station 
which increases the cost of retailing 
and gradually eliminating the Inde- 
pendent dealer.” 

The resolution concluded by calling 
for Mr. Dressler to “do everything 
possible” to bring about an investi- 
gation of major oil companies’ pric- 
ing practices by a U. S. House of 
Representatives or U. S. Senate com- 
mittee. 
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NEW DEPUTY PAD Joseph A. LaFortune, right, is shown here as he took oath of 


office last week in Washington. 


It was administered by Floyd E. Dotson, chief clerk 


of the Interior Department, as Interior Secretary McKay looks on. Mr. LaFortune is 
vice chairman of the board, Warren Petroleum Corp., Tulsa 


LaFortune a Cautious But Sure Administrator 


It apparently pays handsome divi- 
dends to put confidence in Joseph A. 
LaFortune, the new deputy admin- 
istrator of PAD. 

Consider, for example, the time 
when young Joe LaFortune went to 
the president of Notre Dame in hopes 
of finding some way to work his way 
through school. Joe didn’t have any 
money and he had gone only as far 
as the seventh grade before he had 
had to quit to go to work. 

The president decided that this 
earnest young man was worthy of 
confidence. He told him to come 
ahead, Joe went there for two years, 
studying: subjects he felt would help 
him most. 

Maybe, as the years rolled by, that 
president forgot the “investment” he 
had made in Joe LaFortune. But 
Mr. LaFortune didn’t forget. In 
1946 he donated $140,000 to Notre 
Dame, and this year the LaFortune 
Student Recreation Center will be 
dedicated on the school’s campus. 

“IT sort of wanted to help those 
who had helped me,” Mr. LaFortune 
said the other day when asked about 
the matter. 

Or consider the dividends it paid 
the Warren Petroleum Corp. to have 
confidence in Mr. LaFortune: 

In 1941, he recommended that his 
company build a gasoline plant in 
the Salem, Ill., gas field even though 
several other companies had passed 
the opportunity by and one had even 
predicted that “Joe is going to lose 
his britches on this one.” 

Conviction Pays Off—Mr. LaFor- 
tune convinced himself that the field 
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would be good for at least three 
years and that the plant would pay 
its way out in that time, so he stuck 
by his recommendation. The plant is 
still in operation, and observers say 
it was one of the smartest moves the 
Warren Petroleum Corp. ever made. 


These two stories also serve to il- 
lustrate this characteristic in the 
man: He is cautious until he is sure 
of his ground, then he moves ahead 
boldly. He accepts advice—even 
seeks it out—but he makes sure that 
he is seeking advice from the person 
best qualified to give it. 

One of Mr. LaFortune’s earliest 
jobs was with NATIONAL PETROLEUM 
NEWS, with the advertising staff 
of the magazine’s Mid-Continent 
bureau. Then, in 1923, the Mid-Con- 
tinent Oil and Gas Assn. at Tulsa, 
looking for an assistant secretary, 
spotted him and persuaded him to 
take that position. 


He has been with the Warren Pe- 
troleum Corp. of Tulsa (largest U. 8. 
marketer of natural gasoline) since 
1924. He was made a vice president 
in 1929 and a few years later became 
executive vice president. In 1952 he 
was elected vice chairman of the 
board. 

He is a prominent Catholic layman. 
He is a director and past president 
of the Natural Gasoline Assn. of 
America and is a director of several 
Oklahoma firms, 

Observers here are inclined to con- 
clude from first impressions that Mr. 
LaFortune will be a worthy succes- 
sor to leaders such as Bruce K. 
Brown and J. Ed Warren. 


WHY 


are more and more In- 
dependent Distributors 
from Maine through 
the Carolinas switching 
to Richfield? Here are 


just two reasons— 


NEW RICHFIELD ETHYL 101 PLUS 


Get all the reasons why 
you'll do better with Rich- 
field. Phone, wire or write 
us today. 


Nidiaia a 


OIL CORPORATION 
OF NEW YORK 


SERVING THE EASTERN SEABOARD 
FROM MAINE THROUGH THE CAROLINAS 
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No Trend Seen in OWIU Wage Hike Offers 


Wage increase offers of 4% have 
been made during the past week to 
members of the Oil Workers Inter- 
national Union, but no industry-wide 
pattern is seen. 

The offers, made on a local basis 
by divisions of five major companies, 
either have been accepted or are un- 
der consideration. While recent prod- 
uct price hikes may have figured in 
the offers, they were not a determin- 
ing factor. 

Offers have been made to date by 
local divisions of Atlantic Refining 
Co., Esso Standard, Humble Oil & 


Refining Co., Magnolia Oil and So- 
cony-Vacuum. Standard of California 
and Union Oil of California have been 
asked for wage boosts. A check with 
The Texas Co., Sinclair, Shell, Tide 
Water Associated, Cities Service and 
Sun Oil revealed they either are un- 
decided or are “looking the situation 
over.” 

Atlantic employes in supervisory 
positions “through middle manage- 
ment levels and to non-represented” 
regular employes will get a 4% boost 
starting July 1. It does not apply 
to marine fleet or foreign service em- 





abcde teats 


POSITIVE 
SELF-PRIMING 


start without priming... 
run without venting 


Here’s job-versatility seldom 
found in a centrifugal pump. 
Whether for a small tank truck 
or a large bulk plant installation 
the Gilbarco Roto-Prime 
performs smoothly and efficiently 
without manual priming or 
venting. Positive and automatic 
self-priming permits 
multiple-service use in bulk plant 
stripping, transferring and 
loading . . . and savings of 
30-50% in pump equipment costs. 
And Roto-Prime’s trouble-free 
operation is ideal for multi-island 
service stations where speed 

and high gallonage set rugged 
standards. 

Gilbarco Roto-Prime pumps are 
available in capacities ranging 
from 50 to 550 GPM ... for 
electric motor, gasoline engine, 
V-belt, chain, hydraulic or similar 
drives. WRITE FOR LITERATURE 
AND FULL INFORMATION. 


ROTO-PRIME 
PUMPS 


Gilbert & Barker Mfg. Co. 
West Springfield, Mass. 





ployes, or to company directors. 
Plant managements have offered a 
similar hike to local unions effective 
July 1 or on date of acceptance. 

Esso Standard employes at the 
main office in New York received a 
4% hike effective July 1. Independ- 
ent union groups in the New England 
and New Jersey sales divisions also 
have accepted a 4% hike. 

Humble also has offered a 4% hike 
to its employes effective July 1. The 
same offer applies to Humble Pipe 
Line Co. employes. Baytown Em- 
ployes Federation, the independent 
union representing the bulk of Hum- 
ble’s Baytown, Tex., employes have 
taken the offer “under advisement.” 
The union said that the company has 
not requested an answer before July 
16 so it probably will not consider 
the offer until its next regular mem- 
bership meeting July 14. 

Magnolia Oil’s Beaumont, Tex., re- 
finery made a 4% offer to the local 
union which reportedly was accepted. 

Socony employes at the New York 
main office received a 4% boost ef- 
fective July 1. A similar offer has 
been accepted by the CIO at the com- 
pany’s Trenton, Mich., Augusta, Kan.., 
and, reliable sources say, Casper, 
Wyo., refineries. The offer was made 
but has not yet been accepted by the 
union at Socony’s Paulsboro plant. 

Standard of California and Union 
of California, it is reported, have 
been asked for “substantial” wage 
increases by the Independent Union 
of Petroleum Workers. Barney Mc- 
Mahon, the union’s regional represent- 
ative, said he hopes to open negotia- 
tions soon. Contracts expire Aug. 26. 

A 4% hike would amount to an 8.6c 
per hour average increase if applied 
to the IUPW, whose hourly average 
is about $2.15, Mr. McMahon said. 
The IUPW, which has representation 
in only two of seven West Coast ma- 
jors, claims to represent 7,000 refin- 
ery and oil field employes. 

The OWIU reports that it has re- 
ceived no offers from Pacific Coast 
companies and has not opened wage 
negotiations. 


Deaths 


Funeral services were held June 27 
in Decatur, Ga., for Richard Dale 
Armsbury, 41, special products man- 
ager of Shell Oil Co.’s New Orleans 
marketing division. 

Mr. Armsbury died on June 24 
while attending the Texas butane 
dealer’s convention in Dallas. A na- 
tive of Tescott, Kan., he joined Shell 
in 1933 as a salesman in Chicago 
after receiving his bachelor’s degree 
in chemical engineering from the Ar- 
mour Institute of Technology. 

Mr. Armsbury was named special 
products manager of Shell’s Atlanta 
division in 1940 and in 1952 was 
transferred to the same post in New 
Orleans. He is survived by his wife. 
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Oil Imports Stalled 
By Profits Tax Fight 


Proposed congressional action to 
limit petroleum imports remained 
stuck behind the excess profits tax 
maneuvering this week of House 
Ways and Means Chairman Reed 
(R., N. Y.) and the Administration. 


With Reed’s victory on the House 
floor over the threatened move to 
by-pass his committee, there was a 
considerable amount of uncertainty 
just when, or if, the Ways and Means 
Committee would meet to thresh out 
the tax matter. 


Until that was out of the way, 
there was almost no chance that the 
committee will act on the oil im- 
ports question. 


The next development probably 
will come on the other side of Cap- 
itol Hill when the Senate takes up 
the bill extending the Reciprocal 
Trade Agreements Act for one year. 
The Finance Committee refused to 
write oil imports curbs into the leg- 
islation but Senator Carlson (R., 
Kan.) has served notice he will make 
a floor fight to incorporate such re- 
strictions. 


News in Brief 


New Stations—Cities Service will 
open 21 ultramodern service stations 
in metropolitan Newark and vicinity 
during the next two weeks. The ob- 
jective of the new facilities, said the 
company, “is to better serve the ex- 
panding New Jersey market and sat- 
isfy the demand of thousands of new 
customers in this state.” 


Quit Conference Jobs—Harry B. 
Hilts and Charles A, Lockard will 
end their services as secretary and 
assistant secretary of the Atlantic 
Coast Oil Conference June 30. They 
will devote full time to their duties 
in parallel positions with the Empire 
State Petroleum Assn. 


Utley Named to API—Merrill H. 
Utley, director and sales manager of 
Standard Oil (Kentucky), has been 
appointed to the general committee 
of American Petroleum Institute's 
. Division of Marketing. He succeeds 
Willis F. Roth, also of Kentucky 
Standard, who died recently. 


Esso Ads Stress Facts — Esso 
Standard is releasing a series of in- 
formative newspaper advertisements 
in July, August and September to 
counteract confusing “claims being 
made about gasoline,” according to 
Advertising Manager Robert M. 
Gray. “Our research has shown the 
public is confused by many claims 
about gasoline and tends to disbe- 


JULY 1, 1953 


lieve them,” he said, “Our ads will 
give factual, detailed information to 
inform the public.” 


API’s ‘Grass Roots’ Plan—Local 
oil marketer participation is the goal 
of a plan being studied by American 
Petroleum Institute’s Division of 
Marketing. 


The proposal calls for a series of 
regional meetings each year in addi- 
tion to mid-year and annual market- 
ing meetings. R. M. Bartlett, API 
marketing vice president, calls it a 


radical departure from the custom 
of past years. 

Herbert Willetts, Socony-Vacuum 
domestic marketing director in New 
York, will head the special study 
committee. 

Adds Pipe Line—Great Lakes Pipe 
Line Co. plans to extend its system 
to Grand Island, Neb., about 125 
miles west of Omaha, where it will 
construct a terminal. The line size 
and terminal capacity have not been 
decided, but the terminal is expected 
to be in operation late this fall. 








G. P. & F. 
DOME TOP 


UTILITY CAN 


A safe, sturdy shipping container for your product and useful in many ways ofter 
it is emptied. Yes, it’s a real premium that goes with every sale and carries your 
label to keep your name and product before the user. Has a score of uses for the 


Built for a long useful life, the Dome Top Utility Can has big, sturdy reinforcing ribs 
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. Strong body beading to ward off bumps and blows. 


A short spout makes pouring easy, saves carton, shipping and storage spate . . . 
Firmly riveted bail has plenty of knuckle clearance .. . Double spout for controlled 


pouring and convenient off-center filler opening . 
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colors. Write today for more details. 
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Majors Profits Drop in 


By NPN Staff Writer 


The major oil companies in 1952 invested almost a bil- 
lion more dollars than they made. 


They had net profits of $1.9 billion—these 20 integrated 
majors—but their capital expenditures added up to the 
grand total of $2.8 billion, vividly demonstrating the effort 
of the U. S. oil industry to keep pace with civilian and 
military demand. 


And the tax man was around too, according to a study 
of the annual] reports of these companies (see tables on 
the next two pages). His take was over $1.2 billion, 
a healthy amount, but not quite up to that of 1951. This 
does not include the $2.4 billion in taxes the companies 
collected from the public ,on products, which sum was 
handed over to state and federal governments. 


How did the stockholders make out? Well, most of 
them received about the same dividends in 1952 as they 
did in 1951. Only one company paid slightly less, while the 
other 19 either remained the same or increased pay- 
ments. Highest cash dividend per share of common stock 
was $5; the lowest was $1. 


The 20 companies sizably increased total assets during 
1952—from $19,275,499,000 in 1951 to $21,096,407,000. 
And their gross sales and operating revenues rose from 
$17,165,202,000 in 1951 to $18,204,328,000 in 1952. 

Based on these latter gross revenue figures, four 
changes took place in the relative size of the big com- 
panies. Phillips moved from 10th into 9th place, replac- 
ing Cities Service; and Standard of Ohio dropped into 
17th place, being replaced by Union of California. 


The comparative standing as to size in 1952 was: 


Based on Gross Operating 
Revenue 

Jersey Standard 

Indiana Standard Socony-Vacuum 

Socony-Vacuum Indiana Standard 

Gulf The Texas Co. 

The Texas Co. Gulf 

Shell : Standard of California 

Standard of California Cities Service 

Sinclair Sinclair 

Phillips Phillips 

Cities Service Shell 

Sun Oil Atlantic 

Atlantic Sun Oil 

Tide Water Union of California 

Continental Pure 

Pure Continental 

Union of California Tide Water 

Standard of Ohio Ohio Oil 

Ohio Oil Standard of Ohio 

Skelly Skelly 

Mid-Continent Petroleum Mid-Continent Petroleum 


Based on Assets 


Jersey Standard 


Percentagewise, these 20 companies made gains dur- 
ing 1952 in every category except net profit and on taxes 


'52:; Expenditures Up 


paid to governments as shown in the following comparison 
of 1952 with 1951: 


1952 vs. 1951 
Net Profit .— 3.29% 
Capital expenditure ‘a +22.5% 
Gross operating revenue ... + 6% 
Taxes paid to governments —14.4% 
Taxes collected for governments +17.5% 
Total assets . + 9.4% 
Net crude production .+ 58% 
Refinery crude runs + 3.3% 


Once again Jersey Standard ranked first in the 1952 
standings of the leading five companies in the following 
categories, with all except crude production and refinery 
runs in millions of dollars: 


Net Profit 


1952 
Jersey Standard ..........-.sseeeee 
The Texas Co. aoe kata we’ 
Standard of California nas 
. + on aamaeal 
Gulf ..... bewents 


Capital Expenditures 


Jersey Standard 498 
Socony-Vacuum on Pre 239 
Standard of California ¥a beGex 225 
oéaqasetes 224 

206 


Jersey Standard ...........-cceeees 
Indiana Standard .............656> 
Ett gem 

Guif 


The Texas Co. 


Jersey Standard ..........-seeeeees 
> oe, | > SR rere er 
Indiana Standard 


Jersey Standard ...........-seeeeee 
-) o,f) rr SS errr rr 
Indiana Standard ........--ssee+. 
Socony-Vacuum | 


Jersey Standard 
Socony-Vacuum bean detbadenieon en 
Indiana Standard Stequeceaccsseese 


Domestic Crude Production 
(All net production, except California Standard, 


Poa Hk -Vacuum 
The Texas Co, 
Standard of California 


Jersey Standard 
Socony-Vacuum 


2 
4 


Included in this study of oil company annual reports 
are figures for two subsidiaries of majors, eight smaller 
integrated companies, six companies engaged mainly in 
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Annual Reports—Non-Major Integrated Oil Companies 


Net Profit 

1952 
$ 3,766,530 
14,249,117 
904,000 
978,926 
3,731,989 
10,211,425 
1,863,479 
24,724,411 
60,429,877 


Assets 


Company 
Anderson-Prichard 
Ashland 
Deep Rock 
Derby 
Hancock 
Lion 
Quaker State 
Sunray 

Total 


1951 

$ 4,846,890 
12,137,972 
2,241,000 
1,466,445 
3,009,902 
11,751,026 
2,148,036 
24,282,516 
61,883,787 


1951 
$5.96 


Company 
Anderson-Prichard 
Ashland 

Deep Rock 

Derby 

Hancock 

Lion 

Quaker State 

Sunray 

* Penna. Grade Crude oil only. 


1951 

$ 35,699,972 
129,968,978 
33,233,000 
14,482,709 
28,157,270 
105,348,602 
30,394,432 
272,267,505 


1952 

$ 38,683,922 
161,902,085 
36,154,000 
16,590,967 
30,732,653 
140,491,572 
31,229,761 
285,246,325 


Annual 
Net Profit 
Per Share 

1961 1962 

5.17 5.04 

4.23 3292 

5.35 4.81 

4.24 3.97 

5.26 5.34 

4.27 4.21 


Net Profit 
1952 
15,896,360 
7,343,000 
6,344,057 
9,648,095 
6,511,962 
206,628 


Company 
Amerada 
Honolulu 
Houston 
Plymouth 
Seaboard 
South Penn. 


1951 
16,296,652 
927,000 
7,053,640 
10,295,792 
6,425,299 
*7,347,655 


* Does not include income from sale of 100,000 shares of Gulf Oil stock at $1,358 


** Includes 50c per share extra dividend paid Jan, 2, 1953. 


Net Profit Per Share 


Cash 


Per Share 


00 
-50 
0 


30 
75 
50 


Cash Dividend 
Per Share 
1951 1952 
$1.80 $2.00 
1.00 1.00 
2. 2.00 

1, ° 


Gross Operating Revenue 

1951 1952 
$ 34,292,487 $ 35,532,349 
28,325,929 31,312,925 
38,950,000 
17,615,554 
60,938,044 
88,625,282 
3,119,788 
127,759,000 


1952 


125,720,000 


Net Crude Production in Bbis. 
1951 


1952 
4,023,495 4,528,842 
2,862,542 3,444,401 
2,972,000 3,005,000 
1,212,601 


1,209,263 


Refinery Crude Runs Bbis. 
1951 


1952 

3,517,955 3,596,491 
34,209,260 40,153,285 
6,141,000 5,650,000 
3,319,679 3,824,288 
7,013,577 6,752,544 
998,435 
25,666,137 


7,931,703 
3,235,962 
13,555,528 


8,271,310 
3,026,854 
14,506,969 


Reports—Oil Producing Companies 


Dividend Net Orude 


Production in Bbis. 
1951 
23,271,654 
8,978,000 
5,093,801 
7,088,386 
11,320,000 
4,174,870 


Gross Operating 
Revenue 
1952 
3.00 

4 2.168 


ae 


1951 
71,211,827 
25,189,000 
25,513,607 
98,228,300 
34,008,000 
58,081,922 


1952 
75,106,792 
25,045,000 
27,361,210 

104,790,343 
34,944,000 
56,419,297 


747. 


Annual Reports—Subsidiaries of Major Oil Companies 


Net Profit 
1951 1952 1951 
202,278,300 220,931,000 604,644,213 
169,481,000 145,292,000 951,051,000 


Company 
Creole 
Humble 


production, and Kentucky Standard, the country’s largest 
exclusively marketing company. 


Kentucky Standard—This large marketing company 
sold $240 million worth of oil products in 1952, about $8 
million more than in 1951. 


It also made about $500,000 more in net profit during 
1952, and paid out more in capital expenditures and taxes. 
Total assets increased from $92.1 million to $96.8 million. 


Eight Other Companies—The net earnings of eight 
other companies studied declined 2% ($144 million) in 
1952 from the previous year. Based on gross operating 
revenues, they ranked in size as follows: Sunray, Lion 
Oil, Hancock, Deep Rock, Anderson-Prichard, Ashland, 
Derby and Quaker. 


However, in total assets, Ashland ranked second to 
Sunray with $161,902,085. Then came Lion Oil, Ander- 
son-Prichard, Deep Rock, Quaker State, Hancock and 
Derby. In net profits, the eight-company total was $60,- 
429,877, as against $61,883,787 in 1951. Only Sunray, 
Hancock and Ashland showed increases in net profits. 


The six producing companies studied showed a 4% 
decline in their net earnings from 1951, although their 
net. crude production climbed to 63 million bbl. for a 5% 
gain. 


What 1953 Holds—aA brief look at the earnings of the 
oil companies in the first quarter of 1953 shows that the 
total is off about 2.3% from the first quarter of ’52. And 
the majority of companies are suffering from this de- 
cline in earnings, one almost 30%. See table for complete 
figures. 
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Gross Operating Income 


Net Crude Production in Bbis. Refinery Crude Runs Bbis. 


1952 1951 1952 1951 1952 


647,775,818 276,679,261 294,046,920 46,281,635 46,131,620 


975,065,000 


127,088,000 127,954,000 90,040,000 92,084,000 


First Quarter 1953 Earnings 


Ist Qtr. 1952 
12,689,000 
17,115,171 
9,386,000 
304,000 
35,320,000 
329,695 
4,052,682 
10,028,527 
19,772,140 
2,659,978 


Ist Qtr. 1953 
$ 11,174,000 
16,227,734 


Atlantic 

Cities Service 
Continental 
Deep Rock 

Gulf Oil 

Lion Oil 
Mid-Continent 
Ohio Oil 
Phillips 
Plymouth Oil* 
Pure Oil 
Richfield 

Shell Oil 
Sinclair 

Skelly Oil 
Socony-Vacuum 
8.0. California .. 
S.O. Indiana .. 
8.0. New Jersey 
8.0. Ohio .. 
Sunray 

The Texas Co. 
Tide Water 
Union Oil 


42, 815, 926 
6,750,000 
6,699,820 


Totals 5 $492,530,112 
* Includes Republic Oil Refining. 


$481,344,864 
Standard Oil Co. (Kentucky) 


1951 
$ 9,777,133 
3.75 


1952 
Net profit $ 10, ath, 684 
Per share 3.94 
Dividend if 
Capital expenditures nis 
Net sales rere 
Taxes . 

Taxes collected . 

Total assets . 


2.75 
6,710,406 
240,532,593 





Consolidated Annual Reports—20 Major Integrated Oil Companies - 


Net Profit Cash Dividend 
Per Share Per Share Capital 
Net Profit Common Common Stock Expenditures 
Company 1951 1952 1951 1961 1952 


Atlantic Refining ... $45,067,000 $40,427,000 $ 4.88 $71,327,000 $72,880,000 
Cities Service ..... 57,177,000 49,258,000 14.71 89,327,860 89,042,375 
Continental Oil ... 41,292,692 38,087,890 4.25 88,747,961 90,748,395 
Gulf isitdieass, 2OOetasaee 141,820,000 5.94 165,433,000 192,688,000 
Mid-continent 17,062,182 15,590,497 9.18 
Ohio Oil ad 41,681,663 39,354,021 6.35 
Phillips .. pods 73,711,229 75,284,261 
Pure 33,593,727 27,304,373 
Shell 97,020,000 90,873,000 
ee... cea ee 81,898,490 86,475,303 
Skelly : 31,074,985 28,032,692 
Socony-Vacuum ... 161,622,159 171,091,587 
Standard (Calif.) .. 173,341,211 174,030,499 
Standard (Ind.) ... 148,697,356 119,981,438 
Standard (N. J.) ... 528,461,000 519,981,000 
Standard (Ohio) ... 23,164,581 17,697,083 
Sun Oil .. oS eae 45,353,643 43,013,063 
The Texas Co. . 178,774,677 181,242,172 
Tide Water ....... 37,061,000 31,117,000 
Union of Calif. ... 27,295,971 27,579,759 


Totals ......... 1,983,423,000 1,918,240,000 2,290,848,000 2,807,078,000 


t Dividends actually paid in 1951 amounted to $2.50 per share. A dividend of $6,037,669 was declared in December, 1950 payable in February, 1951. 
tt This figure includes the market value of Standard Oil (New Jersey) stosk which was distributed as an extra dividend in the anount of $1.704 in 
1951 and $1.519 in 1952, 
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15,287,185 19,747,398 
38,117,000 46,224,000 
160,180,031 190,401,615 
31,000,000 39,000,000 
145,714,000 206,141,000 
118,335,000 181,134,000 
43,251,436 37,543,125 
176,197,000 239,177,000 
182,475,328 225,565,414 
183,100,000 204,300,000 
381,824,000 498,051,000 
38,291,855 26,172,594 
79,500,000 111,600,000 
187,707,685 224,765,596 
32,609,904 40,514,127 
62,420,928 71,382,903 
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Taxes (Except 
Taxes on Products) 
Company 1951 1952 1951 1952 


Atlantic Refining . $560,984,000 $36,065,000 $31,700,000 $52,584,308 $59,237,615 
aes ; 624,872,385 50,743,972 39,942,971 69,524,000 81,737,000 

379,793,015 17,300,000 14,400,000 40,920,752 47,305,800 

439,373,000 137,611,000 192,021,000 219,836,000 

157,597,466 22,071,670 12,848,363 14,668,874 

14,900,000 11,990,000 14,430,000 

32,383,226 90,000,000 122,000,000 


11,041,236 

89,730,000 150,230,000 

36,279,175 131,000,000 
leis dom toll a,” gc at 197,139,392 10,211,600 17,030,611 20,638,040 
Socony-Vacuum .......... 1,528,503,456 51,000,000 192,748,754 218,087,381 
975,378,009 1,015,309,183 000 80,870,298 116,639,000 133,437,629 
1,539,119,806 1,592,122,143 91,703,000 205,883,340 236,814,801 
a i 3,785,989,965  4,050,819,349 371,600,000 329,900,000 384,500,000 
Standard (Ohio) ae 276,163,036 282,506,313 18,322,000 40,562,000 46,645,000 
Sun Oil ... F 576,340,197 617,390,185 38,500,000 85,207,084 100,220,952 
pe 1,416,805,822 1,510,073,199 93,902,254 218,291,397 272,849,030 
Tide Water . 397,290,514 429,036,985 21,856,294 47,263,172 55,193,936 
Union of Calif. ....... 276,083,666 288,096,950 12,930,718 43,729,713 49,958,612 


17,165,202,000 18,204,328,000 1,426,984,000 1,220,953,000 2,048,337,000 2,408,128,000 
t Includes $25,657,465 paid to Canadian government. 








Total Assets 
Company 1951 


Atlantic Refining $481,541,936 
Cities Service 5 oll 972,741,596 
312,134,186 
1,511,618,908 
169,287,471 

265,021,867 33,804,840 13,736,775 

779,640,434 79,880,986 

331,536,310 37,364,041 

792,173,617 221, 139,632,000 

138,987,146 

15,810,850 


116,130,101 
35,000,227 
32,007,000 ‘668,000 47,307,000 


19,275,499,000 21,096,407,000  1,722,479,000 1,824,105,000 2,409,372,000 2,489,493,000 








NATIONAL PETROLEUM NEWS 





_ETI3 





EDITORIALLY SPEAKING 





European Oil Problems Have World Significance 


By WARREN C, PLATT, Editor 


LONDON, England—The oil industry’s “public rela- 
tions” problem as seen by oil men over here, is far 
greater and more threatening than that envisioned back 
home. 


From here the problem is not just one of the adverse 
opinion of a given group against a few companies or 
even against a whole industry in a single country. Rather, 
it is one of the relationship of the whole oil industry— 
and other industries as well—with whole countries and 
with practically all countries all over the world; coun- 
tries that seem to be rapidly being engulfed in the tide 
of state socialism. 

To the oil man who may seem safe back in the heart 
of the U.S.A., world oil problems today are far more 
than his getting the benefit, if any, of imported oil, or 
of suffering damage, if any, from having to compete, 
as a crude oil producer, with imported crude. World oil 
problems as they are shaping up all over the world to- 
day concern this man in Iowa from the standpoint of the 
support and encouragement the growth of the problems 
gives those in our Washington and elsewhere who are 
ardent believers of more and more government in busi- 
ness. 

As one skilled observer puts it: 


“The trouble is not just in far-off Iran and it is 
not whether the Anglo-Iranian Oil Co. there treated 
Iran in just the right way in this or that person’s 
opinion. The trouble—if trouble it is—is a universal 
urge for a social and economic change. It is evident 
here in Britain, in the U. S. and in every country in 
the world. It cannot be fought just in one country 
by a single industry. It must be fought, if fought it 
should be, by everyone who believes to the contrary, 
by the people who own and believe in and have their 
money in private enterprise.” 

The foregoing is not just seeing political spooks under 
the bed. 

Nor should it be taken by the oil man, seemingly safe 
in far Iowa, as just the wailing of a few “malefactors 
of great wealth,” as Teddy Roosevelt used to call them. 

These are the well thought out expressions of sound 
business men, who with their companies, have contrib- 
uted much in the way of money, engineering and posi- 
tive action to the social progress of those hundreds of 
thousands with whom they have direct contact. These 
are men who have provided greatly from their stock- 
holders’ funds for education, better health, more com- 
fortable living, more profitable jobs and real security 
against the future for millions of people. 


What is threatening the oil industry—and the free 
enterprise of the world—is the insistent demand by each 
country that it have refining capacity within its borders 
that not only will care for its own domestic demand but 
will permit each country to sell petroleum products to 
other countries and thus increase the balance of trade 
—if possible—in its favor. 


And this is not all. Each country wants this excess 
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refining capacity so it can tax the refining operation 
itself and its own consumers and so it can collect further 
taxes from those to whom it would export. Also, each 
country would have a high enough tariff wall against 
imports from other refining—or producing—countries so 
as to “protect” the “home” oil industry and insure its 
payments to the country’s treasury. 


Each country would, through its power to license and 
control business in its borders, force the owners of pri- 
vate capital to finance this merry-go-round and take all 
the money risks of it. 


Even Southern Ireland, that can be lost several times 
over in the state of Texas, is asking oil companies to put 
up their hard earned stockholders’ money for a “home oil 
refining industry,” one that this part of Ireland can tax 
and tax to its own benefit. That the dinky 10,000 b/d re- 
finery that would more than take care of Southern Ire- 
land’s oil consumption is about the most costly per gallon 
size plant that could be built, does not interest these Irish 
statesmen. Nor are they concerned with the fact that 
the oil industry now has more refining capacity handy 
than it undoubtedly should have—in England, Scotland, 
Wales and along the English Channel in northern France, 
Belgium, Holland, Germany and Scandinavia. 


So it is going all around the world, wherever a few 
thousand automobiles operate. 


Oil companies admit that they should not have all 
their refineries in any one or two countries that may 
produce the crude oil, because of the uncertainty of gov- 
ernments these days, yet here are the countries of the 
world, through all the powers they each possess, exer- 
cising the determination of refinery locations without 
the slightest recognition of the unsoundness of the eco- 
nomics nor the degree of uncertainty of political safety. 


What makes this situation all the more dangerous is 
that with few exceptions this new and widely scattered 
refinery capacity is dependent for its crude oil supply 
on countries that themselves not only may not have 
the most stable governments but may themselves need 
all the dollars and pounds sterling they can get for their 
own development. 


How long will these people rest quietly while their 
crude oil—or its products—is used for the benefit of 
other peoples far away on the other side of the world 


without the producing country getting the maximum re- 
turn possible? 


We have seen in our own country our own patriotic 
landowners, and some oil men as well, fight bitterly the 
imposition of conversation on the oil deposits under their 
lands for the benefit of future generations. Most of these 
were not interested in the welfare of the citizens of the 
future; they wanted their automobiles and electric gad- 
gets and luxury travel right now. 


By the same token, how much will these countries 
with their new “home refining industries” give “gen- 
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erous and sympathetic” consideration to the efforts of 
their crude-owning neighbors in the world who seek to 
carry out the same “beneficient” policy for the benefit 
of their own people? 

The American and British oil industries have had their 
own sad experience with Mexico and Russia in years 
back. In both countries “peoples’ governments” frankly 
confiscated all company property and then after years 
of negotiation, made only token payments (if, indeed, 
Russia made any). Mexico’s people are still paying for 
the lack of proper development of what are undoubtedly 
big deposits of oil, and lack of sufficient refining facili- 
ties. And Russia, despite its loud claims, is way behind in 
its petroleum development. 


The outstanding example of the world in intelligent 
development of oil and in the use of the receipts there- 
from, is Venezuela. Yet, despite the progressiveness of 
its government and its seeming stability, it is a dic- 
tatorship and every once in a while unhappy rumors 
of uncertainty as to its stability get afloat. 

Venezuela, so far, has done a real job of putting 
money from its oil deposits back into schools, hospitals, 
better living conditions and good roads. It would make 
every oil man prouder of his own industry and proud of 
our fellow Americans to the south if he would take a 
cruise about the Caribbean and see the gash cut by bull- 
dozers up the mountain side from the sea to Caracas 
for one of the most modern roads ever built, and see also 
the fine new buildings, hospitals and homes and enjoy 
the other requirements of modern civilization; all created 
out of a decidedly undeveloped area in these recent years 
by the intelligent use of the country’s oil royalties. 

But the ever present question is, will the people of 
Venezuela see these benefits from oil if others take over 
the government and do not let the present developers 
continue in the ownership and use of their rights? 


Then we come to the great oil areas of the Middle 
East, the largest and lowest cost fields yet found. But 
what of the governments there? The good ones that are 
aiding the proper development of oil, Saudi Arabia, 
Iraq and Kuwait, for instance, are being sorely tried 
in maintaining stability and in seeing that a fair amount 
of the country’s income from oil is honestly and prop- 
erly used for the peoples’ benefit. 


Who, for instance, will succeed the strong man of 
Saudi Arabia, who has stalwartly and successfully op- 
posed misuse of the country’s oil returns, and how strong 
will be that government? The greater the success of 
Ibn Saud, the greater the prize he leaves—and the 
harder others will fight to capture the great wealth- 
producing industry that he has helped to build. 

Then, of course, there is Iran, which is either another 
Mexico or a Russia. 

After years of hard and constructive development with 
a couple of billion dollars put up by stockholders who 
live in countries where government has been stable, the 
entire investment has been stolen by a political group 
that had been hungrily watching the flow of oil money. 
This group has nothing to lose and everything—great 
riches—to win. And in the meantime, the people will 
not realize that they are being deprived of their just 
right to improve their lot through their country’s natural 
resources. 

This Iranian seizure of the oil industry is the more 
disturbing because the Anglo-Iranian Oil Co. had done 
a good job for the country’s people in bringing them a 
real measure of civilization—a job for which the per- 
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petual critics of England refuse to give the Anglo- 
Iranian just credit. 


In view. of all the foregoing, it is plain that oil’s “pub- 
lic relations” has been transformed into something that 
might better be called “nations’ relations”, and that the 
solution to the problem cannot well be found by beginning 
our search in our back yards. The problem must first 
be seen as a world wide one. 


The long heads here in London say that the industry 
has lost much valuable time in not recognizing the 
national aspect and in not recognizing that the trouble 
pertains to oil only because of the specific intimate val- 
ues of oil to mankind, values that at the moment are 
found only in oil but which at some unknown but prob- 
able time may come from atomic force. 


Against this background there came, the other week, 
a public suggestion from Petroleum Division Chief Cor- 
nelius J. Dwyer of the Mutual Security Agency, that 
the industry organize a European Petroleum Institute 
similar to the American Petroleum Institute. While 
European, as well as American oil men hesitate to get 
into any more entanglements than necessary, this Euro- 
pean Institute idea has been discussed here but without 
evoking any particular enthusiasm. Such an institute 
could not bind any one any more than can the API. It 
could also easily be the target for more attacks from 
the Federal Trade Commission, and from the Depart- 
ment of Justice, which—Eisenhower plainly has not im- 
proved yet as the same assistant attorney general who 
so vigorously promoted the proposed grand jury inves- 
tigation of the FTC “Cartel” report and the idea of 
criminal proceedings was chosen to draw the civil com- 
plaint against the oil companies for alleged illegal ac- 
tivities. 

A European API obviously would be “duck soup” for 
this crowd that still seems to dominate official prose- 
cution circles, despite the anti-New Fair Deal victory 
last fall. ~ 

However, neither an international oil treaty nor a 
European API is needed for the industry to discuss be- 
fore the public its international relations problems. It 
is still considered perfectly legal in free America and 
free England for individuals to rise before various groups 
and say what they want to. Such discussions may draw 
brickbats from these “reformers” but oil and other big 
industries must stand up boldly against such attacks or 
be sunk forever. Such discussions are about al] that 
could be done in any European API and International 
Oil Treaty Agreement short of binding the industry 
hand and foot in the latter through legal rigarmarole 
put forward by the ever active “reformers” to “protect 
the people.” 


The most suitable and earliest opportunity for such 
an international discussion would be the meeting this 
November of the American Petroleum Institute at Chi- 
cago. There will be present the leading oil men from all 
oil activities. The press of the industry and of the coun- 
try are accustomed to looking to this big annual meet- 
ing for the latest facts on oil. Furthermore it has been 
the practice of the API to afford discussion of the in- 
dustry’s big questions, subject to the understanding that 
having the discussion does not commit the API or any 
member of it or any oil man. 


The discussion should be participated in by repre- 
sentatives of oil companies active in the leading pro- 
ducing countries and by representatives of the govern- 
ments of those countries, including old Mossadegh him- 
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self if he would come and face the people whose prop- 
erties he is stealing. 

The great question about these foreign representatives, 
especially of the oil companies, would be whether our 
energetic “law enforcing” agencies would seize on the 
opportunity to slap the visitors with subpoenas in order 
to put on a publicity circus of their own. President Eisen- 
hower, if he would, could probably avoid this by issuing 
the invitations himself. 

There is so much to the story of our foreign, and lo- 
cal oil relations, that too little of it is understood by 
the more informed general public, let alone the oil in- 
dustry itself. More facts in people’s minds, while not 
a cure-all by any means, would certainly help toward 
an understanding, if not a solution. 


The program for such a meeting could be prepared 
so it would be balanced as to all points of view. Skilled 
chairmen could preside and properly police the discus- 
sions, even if comment were invited from the floor, 
which might well be considered. 

This idea of making the API meeting a forum on 
foreign oil does NOT come from the British or any other 
particular source. It is but the natural sequence to the 
discussions the industry has had on this subject over the 


recent years, 

One immediate benefit from such an international dis- 
cussion might well be that it would point the thinking 
of all the men in the industry—copy writers, committee 
members and supervising directors of associations and 
individual oil companies active in public relations work 
—more clearly to the big primary need of the industry 
in their future copy for advertising, house magazines 
and speeches, a need that, sad to say, is not well recog- 
nized today. 

And when all this were done, it is our private opinion 
that the industry and the fair and honest-minded among 
government people, will be surprised how strongly there 
is emphasized the existence of strong, world-wide com- 
petition, between companies, and countries and between 
oil men, and that that is the competition the interna- 
tional oil industry has been fighting for, the do-gooders 
and socialistic planners to the contrary notwithstanding. 
It would emphasize also that such is the competition 
that has been going on in all countries, where the so- 
cialistic governments of those countries permit it and 
that it is competition which the world’s “reformers” 
do not want the people to see because the “reformers” 
are out for hard and tight monopoly under the guise of 
government control. 
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FREEZING TEMPERATURES in summer are made possible in the new all-weather 

“chassis dynamometer lab” of the California Research Corp., a subsidiary of the 

Standard Oil Co. of California. New fuels and lubes can be tested under most 

driving conditions in temperatures from 120 degrees to 40 below zero. Here a tech- 
nician tightens a wheel chock prior to a cold weather run 


New California Lab Tests Fuels, Lubes 


Rumoshosky to Head 
API Division Office 


The American Petroleum Institute 
will open a marketing division office 
in New York on Aug. 1, with Adam 
J. Rumoshosky in charge as division 
associate director. 

The office will 
become division 
headquarters 
next March 1, 
when the current 
division director, 
Dr. John W. 
Frey, now locat- 
ed in Washing- 
ton, will retire. 

Rumoshosky, 
assistant direc- 
tor of American 
Petroleum In- 
dustries Commit- 
tee, has been with APIC since 1937 
when he joined it as an economist. 

In his APIC work, Mr. Rumoshos- 
ky has dealt with marketing prob- 
lems and is widely acquainted with 
marketing men. He is considered 
“well qualified” for work “in the rap- 
idly expanding field of activities in 
the API's division of marketing.” 

A graduate of Wesleyan University 
in 1937, he continued his studies at 
New York University during his first 
years in New York, and received his 
Master of Arts degree in 1941. 

Mr. Rumoshosky was a naval of- 
ficer in World War II. Soon after 


Mr. Rumoshosky 


California Research Corp., a sub- 
sidary of Standard Oil Co. of Cali- 
fornia, tests new fuels and lubes in a 
new indoor laboratory which dupli- 
cates most driving conditions in sub- 
zero to tropical temperatures. 

Test vehicles are mounted on a 
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treadmill-like dynamometer housed in 
an insulated cell. The cell can be 
heated to 120 degrees or chilled to 
40 below zero. Operating conditions 
can be precisely controlled and test 
engines can be examined while run- 
ning. 


returning to APIC in 1946 he became 
an administrative assistant. Later, 
he was named manager of the pub- 
licity section, and, finally, assistant 
director. 

A native of Groton, Conn., he now 
resides at Dobbs Ferry, N. Y. 
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MIDWEST 


Small Town Jobber Feels His Expenses 
Match Those of Marketer in Large City 


By Leonard Castle, Midwest Editor 


Harold J. 

Doerer, Independ- 

ent jobber at Winona, Minn., disa- 

grees somewhat with a recent dis- 

cussion in this space that, because of 

higher operating costs, metropolitan 

area jobbers feel they need a wider 

margin than those in small towns 

and rural areas. (See NPN, June 10, 
p. 26). 

Mr. Doerer writes: 

“I agree in part with the metro- 
politan jobber that higher margins 
are needed for profitable and con- 
structive operations in the oil busi- 
ness, but I stop there. I operate in 
a city of only 25,000 people and I 
have all the problems that the metro- 
politan jobber is confronted with, 
such as unions, licenses, inspections, 
etc. 


“It is necessary in our town to get 
permits for construction, remodeling, 
tearing down, so I cannot see why 
there should be a difference between 
the two margins. In addition to the 
operating costs of a metropolitan 
operator, the rural operator does not 
have the concentration of population, 
which means that he must cover 
more territory in order to get a 
satisfactory volume. It means that 
his cost per gallon is probably higher 
than the metropolitan jobber. 

“This is just my thinking on this. 
Probably some of the other fellows 
have a different idea, but we are 
regulated in our particular town as 
much, if not more, than the larger 
cities.” 

We thank Mr. Doerer for this con- 
tribution and suggest that other job- 
bers, rural or motropolitan, give us 
their ideas on the matter. 


An indication of the pace at which 
new service stations were constructed 
during the past year is given in the 
disclosure that Continental Oil Co. has 
opened 108 new retail outlets since 
Nov. 1, 1952. 

The new Conoco stations range 
from Kalispell, Mont., near the Cana- 
dian border, to Weslaco, Tex., about 
10 miles from Mexico, and from 
Mountain Home, Idaho, eastward to 
Logansport, Ind., according to the 
spring issue of Conoco’s Red Triangle 
magazine. 

Other states in which new Conoco 
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stations were built are New Mexico, 
Oklahoma, Utah, Kansas, Iowa. 
Illinois, Colorado, North Dakota, 
Nebraska, Minnesota, Missouri, Ar- 
kansas and Louisiana. 

Large volumes of gasoline were 
sold at the numerous grand opening 
celebrations. One of these was at 
Colorado Springs, March 7, when a 
new station operated by C. C. Zecha 
and W. J. Adams, veteran Conoco 
dealers, pumped 12,225 gal., said to be 
a one-day Conoco record. 

a * - 


Leo Barry of Kansas City, Mo., 
who resigned last summer as divi- 


ATLANTIC COAST 


sion manager of Phillips to become 
an Independent distributor, has de- 
cided to move his Leo Barry Petro- 
leum Co, to Florida. His new address 
is 211 E. Robinson, P. O. Box 2282, 
Orlando, Fla. 


“Who moves more than an oil 
man?” Mr. Barry writes. “The last 
time I saw you was after I left 
Phillips to go into business for my- 
self. This I did in Kansas City. We 
have had the ‘Florida bug’ for several 
years and decided to do something 
about it. When we were down here 
in March with the Kansas City base- 
ball club, we looked around, decided 
we would like to live in Orlando, 
and purchased a house here. Have an 
office in downtown Orlando.” 


Florida’s gain is Missouri's loss. 
The Missouri Petroleum Assn. wasted 
little time at its February convention 
in availing itself of Mr. Barry’s serv- 
ices by electing him to the board of 
directors at the first convention he 
ever attended as a jobber. 


Natural Gas Grows As Competitor to Oil 
In Race for Home-Heating Preference 


By Raymond E. Bijorkback, Eastern Editor 


The gas indus- 

try is an increas- 

ingly busy competitor of the heating 

oil operator, but it’s having its 
troubles too. 

Gas utilities added 1,090,000 new 
house - heating installations during 
the 1952-53 heating season, accord- 
ing to the American Gas Assn. 

This represented a decline in new 
installations from 1,514,000 custom- 
ers added in the 1951-52 season—due 
to restrictions on new installations 
in certain areas based on supply con- 
siderations. 

Now, the gas industry figures, it 
is serving 11,728,000 residential heat- 
ing customers, “equivalent to 48% 
of all residential customers.” The 
“saturation” score a year ago was 
figured at 44.7%. 

AGA is mildly optimistic about the 
immediate outlook. 


“It is expected” it says, “that re- 
strictions during the next three heat- 
ing seasons will be less severe as 
pipe line capacities and underground 
storage facilities cantinue to expand. 


“This forecast is substantiated by 
the estimate made by reporting gas 
utilities of an additional 1,221,000 


new gas house-heating installations 
in the 1953-54 heating season, and 
nearly 1.2 million more homes to re- 
ceive gas househeating in each of the 
1954-55 and 1955-56 heating seasons.” 

AGA adds that during the coming 
season it is estimated that 53.8% of 
the new gas installations will be 
made in new dwellings. 

“In the two subsequent periods, 
the proportions of new and existing 
structures will be virtually equal, the 
survey shows.” 

Since PAD rescinded its gas lim- 
itation order No. 2, effective March 
1, gas house-heating restrictions are 
once again subject to jurisdiction of 
state regulatory authorities. In this 
connection, AGA observes; 


“Although supplies of natural gas 
for residential heating are still in- 
adequate in some regions due to the 
overwhelming demand for cheap gas, 
the PAD believed that no defense 
plants were being deprived of essen- 
tial fuel through any shortage of gas 
created by residential house heating 
requirements.” 

In addition to supply difficulties, 
the gas industry is faced with higher 
field prices for natural gas, but is 
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doing something about them—and 
other problems. 

“Exploration and drilling regular- 
ly are tapping more natural gas,” 
AGA notes in its annual report. 
“Meanwhile, general rate relief is 
needed. Competition is toughen- 
EN od 

So, AGA is spending 73c of every 
dollar it gets in membership dues and 
subscriptions on its promotion, ad- 
vertising and research program. 

Net expenditures for this program 
in 1952 were $1,891,561. Of this, 
$924,000 was spent in advertising gas 
fuel, gas appliances and equipment 
in residential, industrial and commer- 
cial fields. 

In research, the gas industry spent 
about $100,000 in developing the Hall 
High Btu Oil Gas Process to produce 
a substitute for natural gas during 
peak load operation. It has about 
26 of these processing units operat- 
ing or being built to “economize on 
fuel costs by using low-cost heavy 
oils.” 

“Forward strides,” says the report, 
“are being taken toward the day 
when gas from coal may flow through 
pipe lines. During the past year at 
the Institute of Gas Technology a 
pilot plant (charging 500 Ibs. of coal 


PACIFIC COAST 


hourly) has produced gas of almost 
equal parts of hydrogen and carbon 
monoxide. Initial estimates indicate 
that such gas, suitable for methane 
synthesis, can be produced for less 
than 15c a thousand.” 

Good progress is reported also in 
research on reducing cost of duct in- 
stallations in winter heating systems 
and summer air conditioning. Sim- 
plified design, says the _ report, 
“turned the trick.” 

AGA estimates that nearly 40% of 
gas industry revenues come from in- 
dustrial and commercial uses of gas. 
Industrial revenues in 1952 rose 
“more than 15%.” Commercial sales 
“more than 9%.” 

Some utilities last year “occasion- 
ally curtailed fuel which had been 
sold on an interruptible basis.” Al- 
though this situation was “not too 
prevalent,” an industrial gas study 
committee was organized to deter- 
mine the rate of interruptions; “pos- 
sible avoidability, and consequences.” 

Also, current and future industrial 
and commercial gas users were 
“trained and educated’”’—with a three- 
day sales conference and a commercial 
gas school. Wider use of gas equip- 
ment also was encouraged in engineer- 
ing and technical schools. 


California Motorists Digging Deeper 


As New Tax Boosts Price of Gasoline 


By Frank Breese, Pacific Coast Editor 


This week Cal- 

ifornia motorists 

began buying the most expensive 
gasoline on record in that state. 

Since the first of the year, gasoline 

has gone up 3.5c in two jumps. The 

first occurred in February after price 

controls were lifted—a 2c-per-gal. 

boost. On July 1, the new state tax 

increase of 1.5c per gal. became ef- 

fective. 


A number of dealers, including 
private-brand multiple pump oper- 
ators, have upped their postings a full 
2c per gal. This situation is being 
watched closely to see whether those 
prices will hold. Most self-serve and 
multi-pump operators who undersell 
the market went up 2c in February, 
from 21.9c to 23.9c (including state 
and federal taxes). Their prices held. 

A 1.5c boost makes the posted 
price read 25.4c. Private-brand deal- 


ers contend that psychologically the 
“eye price” of 25.9c looks the same to 
drivers as 25.4c; but it makes a big 
difference to them. 


Union Oil has entered the “octane 
race” and this week introduced a 
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new premium gasoline which claims 
93.5 octane rating. The company is 
charging another 0.5c per gal. more 
for it. 

This makes Union’s premium gaso- 
line a cent and a half higher than 
most other premiums. Previously, 
the company had long maintained a 
differential of one cent for its pre- 
mium. Union prides itself on its 
“7600’ (as the premium ‘gas’ is called) 
and has regarded the differential a 
subtle way of pointing up the quality. 

* * * 

At least one self-serve operator, 
resentful of the price sign law, has 
talked seriously about refusing to 
comply. He said he might continue 
displaying the violative signs even 
though the law has been upheld in the 
courts. 

The Serve Yourself and Multiple 
Pump Stations Assn., however, has 
urged its members to comply. It has 
told its members that the enforce- 
ment officers will crack down if 
they don’t. If they’re defiant about 
it, they risk big fines and jail terms 


* for contempt of court. 


Aaron Steitz, past president of the 
association, told members the familiar 


“serve yourself and save” sign has 
served its purpose. That phrase has 
been outlawed by the new statute. 

As Mr. Steitz explained, “By taking 
our case to the courts, we have man- 
aged to delay enforcement action. 
During that long period of litigation, 
the public had a good chance to get 
acquainted with the sign. Now the 
phrase ‘serve yourself’ implies a sav- 
ings. That’s what we wanted. We 
don’t need the old ‘serve yourself and 
save’ slogan any more.” 

The law says a sign may read 
“serve yourself.” It can’t add a di- 
rect reference to saving or discount. 

7 o > 


The association has set up an ad- 
vertising committee to study the pos- 
sibility of sponsoring some institu- 
tional advertising. 

The association figures that about 
20% of the motorists constitute a 
sure market for private-brand sta- 
tions. The majors get 80%. Objective 
of association members is to lure 
drivers out of that 80% group. 

The problem is a tough one: De- 
vising an effective advertising pro- 
gram that the members will buy; and 
raising enough money to put it over. 

> * . 


Distributors in cotton-farming areas 
of California are expressing real con- 
cern over collections. Cotton farmers 
have run up some big bills for petro- 
leum products. And now there’s un- 
certainty about the market fcr the 
cotton crop. 

Some distributors have started cut- 
ting off the accounts. 

. . * 


William H. Geis, a top petroleum 
consultant in the West, told the Cali- 
fornia Petroleum Press Club this last 
week: 

1. Some of the very large American 
oil companies are becoming “more 
foreign than domestic” because the 
majority of their crude reserves are 
in foreign countries. 

“There has been a big change in 
those big companies in the past five 
years,” said Mr. Geis. “Their affairs 
are foreign affairs.” 

2. Heavy imports of crude oil at 
prices below posted domestic prices 
will have a strong influence on do- 
mestic prices. If they force domestic 
prices down, he said, the situation 
will be unhealthy for U. S. producers. 

3. West Coast inventories are now 
building up at the rate of 180,000 
b/d. At the same time some 140,000 
b/d in imports are coming in to the 
region between foreign crude and 
domestic receipts. 

That means that with 108 million 
bbls. in storage, more than $300,000,- 
000 in cash is tied up. 

4. Independent producers are sell- 
ing out to large companies because 
the tax system works against them. 
“Independents don’t have the ability 
to raise capital. Being unable to 
finance themslves, they have to sell.” 
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Name Your Need for Hose 











6—Air Tower Hose 
2—Tank Car Hose 7—Gas Curb Pump Hose 
3—Barge Loading Hose 8—Water Hose 
4-Fire Hose 9—Fuel Oil & Distillate Hose 
5—Tank Truck Hose 10—+P Gas Hose 
Tl—Tank Drainage Hose 








Whatever your marketing operation... 
tanker fleet, bulk plant, service station, fuel 
oil or LP gas delivery . . . always specify 
Hewitt-Robins hose for safe, economical, 
long-term performance. 


Hewitt-Robins manufactures a complete 
line of quality hose for the petroleum mar- 
keting and distribution field . . . there’s a 
job-proved hose to meet your every need. 


HEWITT-ROBINS 


EXECUTIVE OFFICES, STAMFORD, CONNECTICUT 
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... Hewitt-Robins Has It 


CHECK FOR INFORMATION ABOUT 
THESE JOB-TESTED HEWITT-ROBINS 
HOSES FOR YOUR OPERATION, OR CALL 
YOUR HEWITT RUBBER DISTRIBUTOR 


(See “Rubber Products” 
Classified phone book) 











HOSE: 

[] osap 

[J TANK CAR 

[1] BARGE LOADING 
[1] TANK TRUCK 

1 GAS CURB PUMP 
] WATER 

[1 AIR TOWER 

[[] FUEL ONL & DISTILLATE 
C]LP GAs 

[] FIRE HOSE 

("] SERVALL® 

(] PACKAGE BELTING 


[_] MOLDED RUBBER 
PRODUCTS 


Hewitt-Robins Incorporated 
666 Glenbrook Road 
Stamford, Connecticut 








INCORPORATED | == 


DOMESTIC DIVISIONS: Hewitt Rubber + Robins Conveyors * Robins Engineers + Restfoam 
OREIGN SUBSIDIARIES: Hewitt-Robins (Canada) Ltd., Montreal * Hewitt-Robins Internationale, 
Paris, France * Robins Conveyors (S. A.) Ltd., Johannesburg « EXPORT DEPARTMENT: New York City 
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AROUND-THE-CLOCK SERVICE—One of nine Milder Oil Co. burner service 


trucks. 


Company answers service calls immediately any hour of the day or night 


Hard-Hitting Ideas Sell Oil 


By LEONARD CASTLE 
NPN Staff Writer 


Imaginative, aggresive advertis- 
ing and sales promotion campaigns 
have played an important role in 
building the Milder Oi] Co. into one 
of Omaha’s largest fuel oil distribu- 
tors. 


Milder Oil, feunded in 1931, now 
serves more than 7,500 fuel oil cus- 
tomers. Last year its sales of No. 2 
burning oil topped 10,000,000 gals. 
The company, headed by Hymie Mild- 
er, is a Skelly Oil Co. jobber, 


Although fuel oil forms a big part 
of Milder’s distribution, the company 
is active in virtually all other phases 
of petroleum marketing. Its slogan 
is: 


“If Made by the Petroleum Indus- 
try, We Sell It.” , 


In 1952, the company, supplying 48 
dealer accounts in the Omaha area, 
distributed 7,000,000 gals. of gasoline. 
It sold more than 10,000,000 gals. of 
No. 5 oil to commercial consumers. 
It carries full lines of lubricating oils, 
greases and TBA, markets liquefied 
petroleum gas and operates a brok- 
erage business for asphalts and road 
oils. The company also handles a 
complete line of solvents, including 
laboratory solvents, rubber solvents, 
paint thinners and cleaning solvents. 


Milder’s various fuel oil sales pro- 
motion campaigns, directed by A. W. 
Anderson, sales manager, are tied 
closely to the company policy of pro- 
viding complete, immediate service, 


24 hours per day, for any type or 
make of burner. 

To carry out this service program, 
which is a keystone of the entire 
sales operation, Milder uses nine 
service trucks, each driven by an 
experienced burner serviceman. 

Pointing up the service aspect of 
the operations, Milder ads frequently 
feature the slogan, “There’s More to 
Fuel Oil Service than Delivery.” 


Yearly Sales Campaign — Each 
June, Milder launches a campaign for 
new fuel oil customers and continues 
the drive until Oct. 1. This sales 
effort is limited to summer on the 
theory that few consumers would 
change suppliers in the middle of the 
heating season, 

The company opens its summer 
customer drive with a direct mail- 
ing to approximately 10,000 pros- 
pects. This is followed closely with 
two more broadsides. The prospect 
list is obtained periodically from rec- 
ords of burner installation permits 
issued in Omaha. The names and ad- 
dresses are checked against listings 
in the city directory and telephone 
book for verification. 

These were the steps in one of the 
company’s recent direct mail cam- 
paigns: 

1. A postcard, showing a cartoon 
character peeking around a corner, 
announced that “The ‘Magic K’ Is 
on the Way.” At the bottom of the 
card was the admonition, “Watch for 
It Tuesday.” 

2. On the following Tuesday, each 
prospective customer received a 


pamphlet, measuring 914 by 6 in. 
folded, and 24 by 18% in. opened. 
The outside of the brochure an- 
nounced, “Here Comes the ‘Magic 
K.’” When half the folder was ex- 
posed, the prospect learned “It’s the 
‘K’ Factor That Keeps Your Oil Tank 
Full All Through the Heating 
Season.” Opened completely, the 
folder reads “The ‘Magic K’ is Milder 
Oil’s ‘Keep Full Plan.’” The pros- 
spect also is informed of the “plusses” 
in Milder Oil’s service: 24-hour serv- 
ice to customers, prompt, metered 
delivery and laboratory tested fuels. 

3. Ten days later the company 
mailed another folder describing in 
detail the services it offers. Included 
was a self-addresed postcard on 
which the prospect could sign up for 
Milder oil and service. The pamph- 
let told about Milder’s 1,500,000-gal. 
storage facilites, its uniform quality 
oils, expert burner service, automat- 
ic delivery service and accurate 
measurements. 

On this particular campaign, about 
200 of the 10,000 persons contacted 
signed and returned the cards. The 
company considered this a “very 
good” response. 


New Residents — Milder Oil has 
gained many new customers through 
participation in a “newcomer” serv- 
ice. The representative of the serv- 
ice leaves a card with each new fam- 
ily offering a complete oil burner 
check as follows: 

1. Clean and oil motor. 

2. Clean screen and filter. 

3. Clean, adjust and check nozzle 
for size. 

4. Clean and adjust electrodes. 

5. Check and adjust all controls. 

6. Check draft control. 

7. Start and test burner for op- 
erating efficiency. 

8. Explain burner operation. 

9. Advise correct grade of oil for 
burner. 

10. Check air filters in unit. 

Attached to the gift offer card is 
a return card on which the newcom- 
er may advise Milder that he desires 
the burner service, the date he will 
be at home, and whether he desires 
his tank filled now, or will telephone 
when he needs oil. 

A Milder salesman makes a per- 
sonal visit to those families which 
do not return the cards within a 
short while. 


Thank You Letter—aAt the end of 
each heating season, on June 1, the 
company sends a “thank you” letter 
to all of its regular customers. One 
such recent letter said: 

“Another winter season is behind 
us and summer is here, which means 
we can forget snow drifts, bad roads, 
and sub-zero weather, at least for a 
few months. 

“However, we at the Milder Oil 
Co, hasten to sincerely thank you for 
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WATCH FOR IT TUESDAY... 


DIRECT MAIL—This postcard is the first piece in a direct 
mail sequence sent to prospects as part of Milder Oil Co.'s 
Two following mailings 


summer drive for new customers. 


CEATiFiED 





~* MILDER 
CERTIFIED - BURNER 
SERVICE TAG 





CERTIFIED 











SERVIC 


- OIL 








YOUR 


OIL BURNER IS NOW READY FOR THE 





FIRST COLD DAY. WE HAVE SERVICED IT AS FOLLOWS. 
THERMOSTAT CHECKED AND CLEANED............ 
ELECTRODES CLEANED AND ADJUSTED... 


MOTOR THOROUGHLY OILED 


LIMIT CONTROL AND STACK RELAY CHECKED AND ADJUSTED 


stress Milder’s service and tell about the company 


SERVICE TAG (right) is placed on customer's oil furnace 
after it has been repaired or checked by Milder Oil ser- 


vicemen 


your patronage this past season, and 
especially for your patience during 
the time roads were almost impass- 
able. 


“A continuation of your patronage 
is solicited. May we suggest you 
sign and mail the enclosed post card. 
We especially recommend that you 
avail yourself of our ‘Keep Full Plan’ 
of deliveries. Last winter 2,500 of 
our customers were on this basis, 
which assured them of automatic de- 
liveries. They didn’t have to meas- 
ure their tanks or worry about run- 
ning out of oil. You too, will be 
pleased with this service.” 

The return on the cards attached 
to this letter is about 90%, which the 
company considers “unusually high.” 
During the summer months, Milder 
salesmen telephone the other 10% 
and get most of them signed up for 
the next season. 


Service Pays—The fact that Mild- 
er, with nine service trucks, is 
equipped to handle burner repairs im- 
mediately has been an important fac- 
tor in building up the company’s vol- 
ume. Each of the repairmen is 
licensed by the city of Omaha as a 
qualified, skilled mechanic, The head 
of the burner department, John Rus- 
so, with 35 years experience in the 
business, conducts periodic refresher 
courses so his men are kept abreast 
of new developments. 

Each of the service trucks carries 
a 110-gal. tank for emergency fills. 
If a customer runs out of oil during 
the night, the serviceman puts in 15 
or 20 gals. and gets the burner start- 
ed. A delivery truck fills the tank 
the following morning. 


If a burner breaks down during 
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the night, Milder service men have 
it working again before morning. In 
addition to the 110-gal. storage tank, 
each truck carries an assortment of 
nozzles and fuses, and a complete set 
of tools. At the warehouse is a com- 
plete line of interchangeable parts 
for several hundred different makes 
of oil burners. If the repairman 
needs a part, and doesn’t have it on 
the truck, he can obtain it quickly 
from Milder’s burner department. 


The company operates 20 fuel oil 
delivery trucks with an average ca- 
pacity of 1,600 gals. A dispatcher 
routes the trucks each day, giving 
the drivers lists of deliveries. 


In all, Milder Oil Co. operates 34 
trucks in the various phases of its 
business. Last year it purchased 16 
new trucks, mostly as replacements 
for worn-out equipment. 

Mr. Milder is a leader in Omaha 
civic activities and serves on the 
boards of directors of the Camp Fire 
Girls, B’nai B’rith, Omaha Chamber 
of Commerce, Eagles lodge, War 
Dads and the Shrine. 

Associated with him is his son, 
Myron, who holds local, state and 
international offices in the Junior 
Chamber of Commerce. He recent- 
ly participated in the U. 8. Jaycee 
“Round the World Goodwill Tour.” 
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Eight Companies Boost 


Eight major refining and marketing companies re- 
ported general advances in their prices for refined prod- 
ucts the past week as a result of the mid-June boost 
in crude prices in most producing areas east of Cali- 
fornia. 

Feature of the current realignment in primary sup- 
ply markets is that quotations for cargo lots at the 
Gulf are up only 0.5c on motor gasoline and heating oils 
as against increases of 0.8c to 1c on gasoline and 0.6c 
on kerosine and No. 2 fuel at most points along the East 
Coast. 

Highlights of other price advances follow (see tank 
wagon tables on p. 60-61 for new prices): 

Atlantic Refining—Increased tank wagon prices 0.8c 
for gasoline, effective June 24, in Pennsylvania and Dela- 
ware. Company also advanced its tank wagon prices 
for heating oils in same area by 0.6c, effective June 25. 

H. H. Ingersoll, assistant general manager of market- 
ing, said the increase was a “compensating move brought 
about by recent increases in crude oil costs.” Mr. Inger- 
soll also said that company’s seasonal incentive heat- 
ing oil fill-up discount of 0.5c per gal. is being continued. 


Esso Export Corp.—Advanced its cargo prices for 
kerosine, No. 2 fuel and jet fuels 0.5c, effective June 
25, at Aruba, N. W. L., refinery; prices for Diese] and 
gas oils in cargo lots increased 0.625c. 

Esso Standard—Hiked its prices for aviation gasolines 
generally in the East in amounts ranging from 0.75c 
to 0.8c per gal., effective June 22. 

Humble Oil & Refining—Announced increases in its 
Texas tank wagon prices for Humble motor fuel (regu- 
lar) and Esso Extra (premium) ranging from 0.7c per 
gal. in most cases to 1c in areas remote from supply 
sources. Advances were effective midnight, June 23. 
Company said move was its first general wholesale 
price increase since Aug. 8, 1950. 

Also on June 23, Humble increased its bunker prices 
for Diesel fuel and bunker “C” fuel 25c bbl. at Baytown 
and Houston terminals. New prices are $3.74 per bbl. 
for Marine Diesel Medium, $3.49 for Heavy Diesel, and 
$1.95 for bunker “C”’ fuel. 


Socony-Vacuum—Announced general increase in its 


prices for refined products throughout New York State 
and New England—0.8c gal. on motor gasoline, same 
amount for aviation fuels in tank wagon lots, 0.6c on 
distillates, and 15¢ bbl. on heavy fuels—all effective 
June 24. Exceptions to Socony’s 0.6c advance on dis- 
tillates were metropolitan New York where tank wagon 
prices for kerosine, No. 2 fuel, and Diese] oil were in- 
creased 0.7c, and on Long Island where tank wagon 
prices for these products were increased by 0.9c. 

Company said its new prices “do not exceed those 
posted by other oil companies in this area.” 

Standard Oil (Kentucky)—Boosted its prices for No. 
6/heavy fuel in amounts from 15c to 19c bbl. at princi- 
pal deepwater points in Southeast, effective June 23. 


Price Service, 50 West 
CHerry 1-7672 Chicago 
‘Ational 8-3476 ¢ Houston 2, $10 First National 


50th St., New York (20), Plaza 7-0044. 
qa ij, 520 N. Michigan Ave., MOhawk 
Bank Bidg., ATwood 0412. 


Product Prices 


Following day, June 24, advanced its gasoline prices lic 
gal. in five southern states where it markets, also in- 
creased distillates in amounts ranging from 0.1 to 1.l1c. 


Sun Oil—Advanced its gasoline tank wagon prices 0.8c 
throughout New Jersey, effective June 24. 

The Texas Co.—Hiked its gasoline prices in state of 
Texas, effective June 23. Increases were ic at most 
points, although prices were advanced 1.2c in some areas, 
including Tyler and San Angelo. Kerosine and distillates 
increased 0.5c. 


WESTERN PENNA. 
Light Products, Wax Quoted Higher 


Fourth week in June saw price increases throughout 
Western Penna. on gasoline and distillates and further 
increase in price of crude scale wax. Lube oil activity 
was confined to branded motor oils although refiners 
reported prices had firmed for bulk lubes since the re- 
cent crude increases in the Mid-Continent. 

In the Bradford-Warren district, gasoline was up 1.4c 
for both regular and premium to flat quotations of 14.15c 
and 15.15c, respectively, and all light fuels were up 0.6c 
on the lows of price ranges. 

Low quotations on light fuels also were increased 0.6c 
by oil refiners and gasoline prices increased 1.25c on the 
low for regular and 1.4c for premium, 

Pittsburgh district refiners’ increases amounted to 
1.6c on regular and 1.85c on premium gasoline, and light 
fuel increases varied from 0.25c on the low for kerosine 
to 0.6c for 50 cetane Diesel oil. 

Wax rose from 4.75c quoted by three refiners at be- 
ginning of the week to flat price of 5c for both the 
122-4 and 124-6 AMP grades, and product continues in 
short supply. 

Petrolatums continue tight, prices unchanged. 


ATLANTIC COAST 
Distillate Prices Hold Back 


Distillate fuel oils have been the slowest products to 
reflect the June 15 crude oil hike along the East Coast. 
Increases by most, but not all, principal marketers ranged 
from 0.8c to 1c on gasoline, 0.1c to 0.6c on distillates, 
and from 15 to 19c per bbl. for heavy fuel oil. In general, 
gasoline and heavy fuel prices reacted the most rapidly, 
and by the end of the week all major marketers had made 
advances for these products at least in a portion of their 
marketing territory. 

At New York Harbor, No. 6 fuel prices were up gener- 
ally 15c bbl. to $2.18 tank cars and $2.15 barges, and 
residual prices at most Middle Atlantic and northeastern 
points also were quoted 15c higher. In the Southeast, 
advances in heavy fuel prices, following lead of Standard 
of Kentucky, ranged up to 19c per bbl. at some points. 

For distillates, on the other hand, one major marketer 
reported that he had made no increases, and reports were 
that he had “picked up a considerable volume” of new 
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Summary of Daily Gasoline Prices (June 23 through June 29) 
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business by his “delaying action.” In addition, several 
suppliers said that they were making no advances in their 
New York Harbor prices—which netted 10.15c for kero- 
sine barge lots and 9.15c for No. 2 fuel—pending “further 
clarification” of the harbor market. 


Indications generally were that a spot buyer still could 
obtain kerosine and No. 2 fuel in barge lots at New York 
Harbor at the “old” price levels, or 0.6c lower than the 
prices most suppliers were quoting. Some sources believed 
the situation of material being obtainable at the pre- 
crude-advance levels at New York was “only temporary.” 
On the other hand, there were those who declared that 
the distillate market may “remain unsettled for weeks.” 


While it was unconfirmed, an indication of the 
“nervousness” of the New York Harbor No. 2 market 
was the speed with which a “rumor” went the rounds 
that one supplier was “protecting” his barge customers 
“through July and August at the old prices.” 


Regarding price increases, suppliers and other trade 
sources said that, considering inventories, it was “too 
early” to state with assurance that the price advances 
“would ho 
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GULF COAST 
Refined Prices Up Generally 


All products were quoted at higher prices at the Gulf 
the past week reflecting the June 15 advance in prices 
for crude oil. Gasolines generally were 0.5c higher, avia- 
tion fuels 1c, No, 2 fuel and kerosine 0.5c, Diesel and gas 
oils 0.625c, and heavy fuel 15c per bbl. 

While every one of 13 refiners reporting prices to NPN 
had made adjustments in their cargo schedules since the 
crude oil increase, there was considerable segment of opin- 
ion that prices for cargo lots, particularly motor fuels 
and heating oils, as yet have “not fully reflected” the 
crude hike. 

Following advances generally by refiners, quotations 
for refined products ranged upward from the following 
levels: 93 oct. premium motor gasoline, 12.75c; 87 oct. 
regular-grade, 11.75c; 70-72 oct. leaded gasoline, 10.5c; 
kerosine, 9.5c; No. 2 fuel, 8.5c; and heavy fuel up 15c per 
bbl. to $1.75. While heavy fuel prices for cargo quantities 
ranged as high as $2.00 bbl., the majority of refiners ad- 
vanced 25c, from $1.60 to $1.85. 

No sales were reported, although most sources said 
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that there has been no interruption in contract liftings. On 
the other hand, the fact that both refiners and buyers 
were aware that prices were in a period of transition made 
for an inactive spot market, Trade sources said that po- 
tential buyers “just can’t get it through their heads” that 
when crude prices rise, product prices advance also. 

From the Independent refiners, particularly came the 
comment that they “expected” products prices to reflect 
the higher cost of crude in the ratio of 0.125c per gal. for 
each 5c bbl. increase in raw material, This would mean 
that, in their opinion, gasoline and heating oil prices “still 
have 0.125c to go” fully to reflect the crude boost. 

Sources generally said that prices for aviation gasolines 
and 93 oct. premium motor gasoline continued firm, and 
that few offerings of these products were being made to 
the general trade. This is the “off’’ season for distillates, 
and both heating oils and gas oils were available at cur- 
rently quoted prices, according to most reports. No sales 
were disclosed. 


MID-CONTINENT 
Most Product Prices Have Increased 


One refiner quoting prices in North and West Texas 
still reported price of $0.90 for No. 6 fuel last week. 
Otherwise, all Mid-Continent refiners, who report their 
refined product quotations to NPN, have now increased 
their prices generally 1c for gasoline, 0.5c for distillates 


and 20 to 30c for No. 6 fuel since crude prices were 
advanced. 


Open market trading in the Mid-Continent, however, 
was light the past week, according to most trade sources. 
Refiners said they were meeting “some opposition” from 
buyers, who “filled up” before prices were advanced and 
were waiting for the market to “settle down.” 

There were some inquiries in market, for residual fuel 
and gasoline, with buyers seeking the two products at 
“discounts.” Refiners, on the other hand, said they were 
in fairly good shape on inventories, and were not willing 
to offer material under present quoted levels. 


The tightest product was said to be No. 5 fuel, which 
was in good demand “at almost any price,” according to 
some tank car marketers. One said he had been offered 
$1.50, FOB Group 3, but was waiting a few days before 
Selling any material because he thought price would 
go higher. Prior to crude increase, No. 5 was firm but 
available at $1.25 to $1.35, Group 3. 

Biggest price news to refiners in Texas was advance 
reported by one refiner in his gasoline and kerosine prices 
in North and West Texas. He was last Mid-Continent re- 
finer to increase his quotations, and went up 1c on gaso- 
line, 0.5c on distillates. 

Whether or not prices will hold at present levels was 
the main topic of discussion among Mid-Continent traders 
toward week’s end. Majority thought they would. As 
several said, “They have to, or we'll go out of busi- 
ness.” A few admitted their doubts about distillate prices, 
but all saw gasoline and residual quotations as “firm.” 


MIDWESTERN (Chicago-E. St. Lovis Area) 
Prices Steady for All Products 


Midwest trade sources the past week reported product 
prices generally were steady at higher levels reached fol- 
lowing the mid-June advance in crude oil postings. Open 
market demand, however, continued quiet. 


In most instances, large suppliers met Standard of 
Indiana’s increase in gasoline tank wagon prices which 
ranged from 0.3c to 1c gal., and also they boosted their 
light fuel tank wagon postings 0.3c to 0.6c throughout the 
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Midwest area. But in some districts, Independents had 
made no change in their postings up to the end of the 
past week. This was true particularly of the Minneapolis- 
St. Paul area. 

Minneapolis sources said it would take another two 
to three weeks for prices to “sift themselves down,” but 
added that eventually they believed Independents would 
move up to prices posted by large suppliers. 

On the other hand, there were others who said they 
“cannot see” how light fuels can hold the advances “any- 
where along the line’—wholesale through retail—because 
of high inventories east of the Rockies and “underlying 
softness” in the Gulf Coast distillate market. 


CHICAGO DISTRICT 
All Products Quoted Higher 


All products were quoted at higher prices by Chicago 
Disttict suppliers last week following crude oil price 
advances of the week before. Trading continued quiet 
with strike of lake shipping by National Maritime Union 
apparently causing no distress among Chicago suppliers 
or at any lake terminal supplied by them. 

Price increases moved range lows for gasoline up ic 
with 90 oct. premium quoted from 13.85 to 14.625c and 
84 oct. regular from 13.1 to 13.625c. Light fuels were 
up 0.5c with range oil quoted from 10.875 to 11.5c and 
No. 2 fuel from 9.875 to 10.5c. 

Heavy fuels generally were up 0.4c on range lows. 
No. 6 low-sulfur ranged from 5.9 to 6.625c and No. 6 
high-sulfur from 5.7 to 6c. No. 5 high-sulfur ranged 
from 6.75 to 7c. Exception was in No. 5 low-sulfur up 
0.15¢ on low side to range from 6.75 to 6.9c. This grade 
of fuel previously was quoted at flat 6.6c. 

All prices are FOB Chicago District. 


CENTRAL MICHIGAN 
Price Range Higher for All Products 


Prices for all products ranged higher in Central Michi- 
gan last week when refiners reported general advances of 
le for gasoline, 0.8c for light fuels and 0.5c for heavy 
fuels. Demand for gasoline remained strong, light fuels 
dormant, and heavy fuels still were spotty. Open mar- 
ket trading continued quiet. 

Range highs for gasoline were up in varying amounts, 
but range lows moved up ic for all grades: 90 oct. 
premium, 14.5 to 15.25c; 86 oct. premium, 14.25 to 14.75c; 
84 oct. regular, 13.5 to 14.125c; and 82 oct. regular, 13.25c. 

No. 2 fuel, up 0.75c on range low, was quoted at 11.5 
to 11.85c. All other middle distillates were up 0.8c on 
the lows: range oil, 12.3 to 12.8c; 46-49 kerosine, 12.35 
to 13.2c; p.w. distillate, 12.3 to 12.8c; No. 3 fuel, 11.175 
to 11.7c. UGI gas oil was quoted at 8.25c by two sup- 
pliers, up 0.5c. 

Both Nos. 5 and 6 fuel prices ranged 0.5c higher on 
lows with No. 5 at 6.75 to 8.25c and No. 6 at 6.5 to 8c. 
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Unchanged Mid-East Prices Will Be Felt in U.S. 


By HALSEY PECKWORTH 
NPN Staff Writer 


Barring a price hike for Middle’ East crudes—the only 
large producing area in the world where prices have 
not advanced since June 15 increase in U. S. crudes— 
virtually every principal deepwater refining point in 
Western Hemisphere (see table below) now has avail- 
able Persian Gulf crudes at lower prices than they are 
paying for Venezuelan or U. S. crudes, according to an 
NPN check. 

And, inasmuch as at least one large international oil 
company feels that supply-demand situation in Middle 
East argues against a crude advance there now, the 
door may be wide open for entry of Arabian and Iraqi 
crudes on scale never before considered likely. 

On June 23, Creole and other Venezuelan producers ad- 
vanced their prices for crude oils by 10 to 30c bbl. (see 
June NPN, p. 33), thus putting 36 gravity Venezuelan 
crude at $2.90 bbl., or about $1.55 bbl. over comparable 
oil in the Middle East. 

In the Middle East, in view of current surplus of oil 
in that area, international oil companies appear to be 
“waiting for the other fellow to increase prices,” a situa- 
tion that possibly could result in no change whatsoever, 
sources here say. 

An NPN check shows that refiners in Buenos Aires, 
New Orleans, New York, Philadelphia, Valparaiso, and 
Vancouver (pending opening of Trans-Mountain Pipe 
Line) may be looking more favorably at Middle East oil, 
all other price elements being equal, in preference to 
their usual sources. A refiner in Corpus Christi and 
one in Houston actually have been approached by Middle 
East sellers. 

Actually, the trend of increased marketing range for 
Middle East oils has been going on for some months, and 
contracts recently have been closed to supply crude of 
Middle East origin to refiners on U. S, East Coast, Chile, 
and Brazil. 

Determining factor in international crude situation is 
low tanker rates, sources say. If rates were at war- 
time peak of USMC plus 200%, price of Middle East 
crude would not be a factor as far as Western Hemi- 
sphere is concerned. Or, even at USMC flat rates, such 
refining points as Buenos Aires, Montevideo, Montreal, 
and points on U. S. East and West Coasts would not 
normally be considering feasibility of using Middle Hast 
oil. On other hand, with rates of ocean freight rang- 
ing from USMC minus 40% for trips from Venezuela 
down to USMC minus 55% for trips from Persian Gulf, 
situation that prevailed during periods of “high” rates 
is reversed. 

Not only are current spot ocean freight rates low, 
but long-term charters also have been closed recently 
at less than USMC flat rates, indicating that some low- 
price tonnage (and therefore a long marketing range 
for Middle East crudes) now is being “fixed-in” the 
world oil price structure for at least the next five years. 

With roughly 23% of Venezuelan crude production mov- 
ing ‘to the U. S., and about 5% to Europe (last year 
123,000,000 and 27,000,000 bbis., respectively, according 
to Bureau of Mines survey), question of Middle East 
prices is more than a “theoretical one,” observers say. 

As one major oil company source put it, Middle East 
prices will have to go up or else New York Harbor will 
be flooded with excess bunker oil supplies from Italy and 
France.” (A third cargo of heavy fuel from France 
now is under negotiation.) This source admitted, how- 
ever, that “much more is at stake” than “dumping” of 
European fuel on U. S. Hast Coast by refiners operating 
on Middle East crude. 

Should no change occur in Middle East prices, it is 
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estimated that this development alone could drive 
Caribbean refinery prices back to pre-June-15 levels, with 
possible repercussions on Venezuelan crude prices and 
cargo prices (particularly heavy fuel and gas oils) at 
the U. S. Gulf. 

There is a strong possibility, trade sources say, Middle 
East crudes actually are reaching farther afield than 
ocean freight rates alone would indicate. An extreme 
example is that companies planning refineries in Puerto 
Rico (only 520 miles by sea from Venezuela) reported- 
ly have been looking to the Middle East as their sources 
of supply (8,595 miles distant). 


Recently also, arrangements have been made for ship- 
ment of Middle East oil to a refinery to be built in 
Chile (3,290 miles from Venezuela and 10,920 miles from 
Middle Bast.) 

Today, chartering reports are that one Middle Hast 
producer is looking for long-term ocean tonnage to haul 
crude from Middle East to Rio de Janeiro (3,660 miles 
from Venezuela, 8,255 miles from Ras Tanura). 

A comparison of tonnage rates—at USMC minus 50% 
from Venezuela and Persian Gulf to principal Wwustern 
Hemisphere refining points follows. For 36 gravity crude, 
difference between $1.75 bbl. (Middle Hast price) and 
$2.90 (Venezuelan price) figures approximately $9.71 
per ton. 


Ocean Freight Rates, at USMC Minus 50% 
To Principal Western Hemisphere Points 
in $-Per-Ton 
From From 
Ras Tanura, Las Piedras, Freight 
To Saudi Arabia Venezuela Differential 


Buenos Aires, cn caged papse ; $3.78 $2.90 
Iquique, Chile ... We oe wes 2.73 o° 
Montevideo, Uruguay eerseecr > 3.50 2.90 
Montreal, Canada ... oes . 2.13 4.30 
New Orleans, La. ......--+. , 1.23 6.05 
New York, N. Y. eae . 1.43 5.02 
Parh, Brads) . 2. cc secccccsces ver 1.73 . 
Philadelphia, Pa, ........... ‘ 1.43 5.02 
Rio De Janeiro ........... , 2.85 4.40 
Valparaiso, Chile ......... ‘ 3.13 5.02 
Vancouver, B. C. ...... . 3.93 4.10 


Oil Price Sidon Up 2.6% 


Bureau of Labor Statistic’s wholesale oil price index 
climbed 2.6% during the week ended June 23 to 112.4, as 
a result of increases in major refined products. Index, 
however, does not reflect crude price changes because, 
bureau said, it does not have detailed tabulations. Fol- 
lowing is complete index, based on Platt’s Oilgram 
quotations; for comparative weeks (1947-49 equals 100): 


June 23 
1953 


June 16 
1953 


Crude and Products ........ . 109.5 
Crude ... be eehonwenn J 111.8 
Refined Petroleum sweee toupee 5 109.1 
Gasoline ..... inh din ehae . 117.5 
Kerosine ... ene ve bébeee Sy 110.2 
Distillate Fuels Seacveres Gov . 113.8 
Residual Fuels ............. y 84.2 
Lubricating Oils ............ . 81.0 
Natural Gasoline ............ J 79.5 79.5 


Meanwhile, bureau’s wholesale price index for all 
commodities rose 0.2% during week ended June 23 to 
109.5. 





Crude Oil Prices 


Due to the fact that crude oil price bulletins of 
several of the larger producer-buyers giving 
prices effective June 15, still were not available, 
publication of complete crude price tables again 
has had to be poned. NPN expects to be able 
to publish complete tables in July 8 issue. 














OIL PRICE SECTION 





Prices at Refineries and Terminals and by Tank Wagon 


PRICES IN EFFECT JUNE 29 


Prices herewith are reproduced from Platt’s OILGRAM Daily Oil 
Price Service, associated with National Petroleum News, whose rep- 
resentatives in all NPN-OILGRAM offices devote their time exclusively 
to reporting oil industry prices everywhere. 

Prices shown in tables are sales prices or quotations or general offers 
or posted prices by refiners, by pipeline terminal operators, and by 
tanker terminal operators; for current sales and shipments; for the busi- 
ness day or period stated; except Tank Wagon prices, prices are for 
bulk lots such as tank car, truck transport, barge; prices applying to 
barges or cargoes or truck transport lots only, so designated; FOB re- 
fineries or terminals; in cents per gal., except per bbl. where §$ sign is 
shown; wax and petrolatums in cents per pound; ex all fees and taxes; 
for crude oil and its products lawfully produced and transported; re- 
ported as received by OJLGRAM and National Petroleum News but not 
guaranteed; for subscribers’ private use only and not for resale or 


CALIFORNIA 


- Subscription rate in U. 8.: 


distribution or publication. During period of short supply, some sellers 
and at times all sellers, withhold quotations to new customers or the 
posting of firm prices but give OILGRAM the prices they otherwise 
would quote to the trade in general and which they confine to their 
regular customers only, and such prices appear in the price tables. 
Gasoline ratings are by ASTM Research Method and are minimum 
ratings, except where letter M is used to indicate that octane rating is 
by ASTM Motor Method. For further details of price conditions apply 
to any NPN—OILGRAM office or see back of any OILGRAM Price 
Service invoice. 


For complete price service delivered daily from nearest OJILGRAM 
publishing office, New York, Cleveland and Houston, address Platt’s 
Price Service, Inc., 1213 West 3rd St., Cleveland 13, Ohio. Annual! 
$150 per year, payable in advance. 


ARK, (For shipment to Ark. & La.) 


GASOLINE 


OKLA., Group 3 (Okla, shpt.) 

90 Oct, Prem, €2)12.5-12.875 
84 Oct. Reg. (2)11.5-11.625(5) 
60 Oct. M & below 10.625—-11.125 


OKLA., Group 3 (Northern shpt.) 

90 Oct. Prem. oenev . (6)12.375-12.875(2) 
84 Oct. Reg. s . (7)11.375-11.625 
60 Oct. M & below obenee 10.5—10.875(2) 


MIDWESTERN (Group 3 basis) 
90 Oct, Prem. . (4)12.375-12.875(2) 


84 Oct. Reg. «eae» -(6)11,375-11.625 
60 Oct. M & below 10.625~10.875 


TEX. (Texas & New Mex, shpt.) 
Oct. . 13.75-14.25 
Oct, eo epee x13-—13.75(2) 
Oct, Wy ess conereses 12.75* 
Oct. ES Shbcdcocestoe | SE TEPaDe 
Oct. oe . .«(2)11. 75-12. 25 
Oct. eaeeses 10.75-11.8* 
* Correct for June 22 also; shown incorrectly 
in June 24 NPN. 


Ww. TEX. ~0 gyn | geinenong 
Oct. Lb moka aes acsa- W13-18-70, 
«11. 75-1225 
«11.25-11.5 


TEX. (Truck transport lots) 
. Prem. kus és 13.5 
SL bbcbducavees (2)13-13.75 
Tre 11.75 
SE a haeditn 6oee-en 11, 75—12.25 
. M & below .. 10.5-11.125 
. (Truck transport lots) 
13 
11.75 
11 


ARK, (For shipment to Ark. & La.) 

OO CR, PONTE... o cwincescccrs 13 
SGI 0 caeuabsuncie 11.75 
60 Oct. M & below ....... 10.625 


KANSAS (For Kansas destinations only) 

90 Oct. Prem, 12.563-—1]2.625 

88 Oct. Prem. 12.563—13.375 

84 Oct. Reg. 11.563-11.75 

2 A ee 11.563—12.375 
. M & below ....... 10.6-11.625 

WESTERN PENNA, 

Bradford-Warren: 


90 Oct, Prem, «15.15(2) 


«14.15(2) 


«15.15(2) 
xl4-14.15(2) 


«15.75 
«14.5 


OH10O—Quotations of 8.0. Ohio for delivery to 
Ohio points: 


14.5 


«(2)14.5-15. 25x 
- 14.25-14.75x 
«(2)13.5-14.125% 
213.25(2) 


Les Angeles Dist.: 
(2)14.1-18.1 
(2)13.1-15.6(2) 


17.85-18.6 

15.85-16.1 

San Joaquin Valicy Dist.: 
90 Oct. Prem. 17.85-18.6 
15.85-16.1 


KEROSINE, GAS & FUEL OILS 


OKLA., Group 3 (Okla. shpt.) 

41-43 w.w. 

42-44 wW.w. . 

Range oil .... barat ele 
— D.L. Diesel. . 


8.875-9.625 
8.875-9.625 
8.875-9.25* 
- (2)8.625-9.375 
8.625-8.875(5) 
8-9 


(2)8 
‘ $1.05—1.30(2) 
* Correct for June ‘2 ‘also; shown incorrectly 
in June 24 NPN. 


OKLA., Group 3 (Northern shpt.) 

41-43 ww. (3)8.875-9.625 
42-44 ww. (5)8.875-9.625 
Range oil .. ° 8.625-9 

58 & above D. 1. "Diesel. . (3)8.625—-9.375 
No, 1 (5)8.625-8. yom 
No. ras 

No. Kabmre< cece san eee 

No, fomnvgs tdveeve $1:06-1.30(2) 


MIDWESTERN (Group 3 basis) 


41-43 w.w. . (3)8.875-9.625 
42-44 w.w. . (4)8.875-9.625 
Range ofl eee 
58 & above D. I. Diesel. (3)8.625-8,875(2) 
(5)8.625-8.875 
(5)8-8.125 
$1.05-1.30 


N. TEX. (Texas & New Mex. shpt.) 
41-43 w.w. 2 ie aa 
625 


42-44 ww. 
(2)9-9. 75(2) 
$0.90-1.75 


«9.25 

9.75-10.75 

x9.25-10.25 
9.25-9.75 
$0.90—1.90 


E, TEX. (Truck transpert lots) 
41-43 wow. 

42-44 ww. 

58 & above D.I. Diesel.... 
No, 1 fuel 

No, 6 fuel 


9~9.75(2) 
9-9.5(2) 
8.5-9.75 


KANSAS (For Kansas destinations ealy) 
mi, Se POS Me ae 9.125-10.25 
52 & below D.I. Diesel.... 9-9.625 
58 & above D.I. Diesel.... 9-9.375 
No. 1 fu (2)8.875-10 
No. 

No. 


No. Vises dev oee ca? LCD 


SOE: CEOE, 0s cnn ecp2t pee 9.375 
I ONO a5 4006-06 00-90% 10.25 
52 & below D.I. Diesel.... 9 
58 & above D.I. Diesel.... 

fuel eddedenes 

fuel 

fuel 

fuel 

fuel 


WESTERN PENNA* 
Bradford-Warren: 
Kerosine . 
55. «cetane Diesel 
No, 2 fuel 
No. 3 fuel ... 
36-40 gravity fuel 
Oil City: 
Kerosine ... binn.tn ene 
50 cetane Diesel oes heud bes 
No, 1 fuel . xil. 35-11. 75 
SS ES ere x11,1-11.35 
| ee Meee verre x11.1 
36-40 gravity fuel sidaede x1l1.1 
Pitteburgh: 
Kerosine ebveane x(2)12-12.25x 
50 cetane Diesel sasdeeenis 11.25 
No. 1 fuel eebeqecee «11.75 
No. 2 fuel .............-m(3)11.25-11.35x 
36-40 gravity fuel «11.25 

* Prices of some refiners are subject to 0.5c 
gal, summer-fill discount. 


x11.85—12.1x 
weer «11.6(2) 
.. -«(2)11.35-11.6x 
“a «11.35(2) 
«10.85 


x11. ee 25x 
11.1 


CENTRAL MICHIGAN 
‘FOB Central cents refineries.) 
Range oil ... x12.3-—12.8 
46-49 w.w. kero, x12.35—13.2x 
P.W. distillate . x12.3—12.8x 
«(2)11.5-11.85x 
#11.175-11.7 
. «(2)8.25-10x 
. «(4)6.75-8.25 
«(3)6.5-8 


OHIO—Quotations of 8.0. Ohio for delivery to 
Ohio points: 
Kerosine 


Diesel (Light & Med. ). 


CALIFORNIA 

San Joaquin Valiey Dist.: 
40-43 w.w. 

Heavy fuel (PS 400) ..... 
Light fuel (PS 300) 

Diesel fuel (PS 200) 
Stove dist. (PS 100) 

San Francisco Dist.: 

40-43 wW.w, .. 

Heavy fuel (PS 400) 


13.7-14.8 


14.3-14.8 


13.7-14.8 

(2)13.8-14.3 

$1.80-2.10 
$2.25-2.30(3) 


10.25-—13.2 


Stove dist. (PS 100) .... 10.5-14.7 


NATURAL GASOLINE 


(Group 3 & Breckenridge prices are to biend- 
ers on freight basis shown below. Shipments 
may originate in any Mid-Continent manufac- 


5.5( Quotations) 
5 (Quotations) 


NATIONAL PETROLEUM NEWS 
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LUBRICATING OILS 


WESTERN PENNA. 


Prices ot for sales made, or offers reliably 
reported, to jobbers & compounders only. 
Viscous Neutrais—No. 3 col. Vis. at 70° F. 200 
a ord at rebe —— a. 

Pp eee 


25 
oy Vie (143 at 100°) 400-405 f. 


Bright Stocks 
— vis. at 210°, 540-550 4. mo col. 


24.5 
(5)23-24 


(2)18-19 
(2)19-20 
(2)21-22(2) 
26(2) 
MIDOONTINENT LUBES 


FOB Tulsa basis, for domestic shipment only 
Bright Stocks, vis. at 210° Neutrals, vis. at 


86-110 vis. 
150 vis. 


18.5-19.5 
(2)23-24(3) 
(2)14-15(3) 
(2)14.5-15.5(3) 
(2) 15.5-16.5(2) 


Cylinder Stocks 
600 s.r., 16 


150-160 vis. 0-10 p. p., 95 v.1, 
Neutral Olls—Solvent (96 v.i.) 
170-180 vis, 

200-210 vis, 


GULF COAST—Seivent Refined Lubes. 


From Mid-Continent grade crude, Prices FOB 
ship at Gulf for export. 


(3)20.5-21.5 
95 v.l.; 6-10 p.t. 
12.5-13(3) 
(2)13.5-14 
15 


(3) 
(2)16.5-17(2) 


(Vis. at 100° F. FOB 8S. Tex., refineries for 
domestic and/or export shipment.) 

PALE OILS: 

Vis. Coler 


ST + re eee (4)10.5-12.25(2)x 
«Le (4)12-13.75(2)x 
Weg se Wewawsile oc 000 (4)13-14.75(2)x 
) ek eee eee (4)14-15. 75(2)x 
BO ow oscccccsscccees (4)15-16.75(2)x 
BE. cwcivcseveseses cor (4)16-17.75(2)x 

6s ceepeees © (3)1T-18.T5(2)x 


(3)10.5-12.75(2)x 
(4)12-13.75(2)x 
(4)13-14.75(2)x 
(4) 14-15. 75(2)x 
(4)15—-16.75(2)x 
(4)16-17.75(2)x 
(4)17-18.75(2)x 


PETROLATUMS 


. to 1.5¢ less.> 

(2)6.875-7.375 
esessbebs< ewes (3)6.626-7.25 

(2)6.375-7 


(2)4.5-4.875 





PRICES IN EFFECT JUNE 29 
NAPHTHAS & SOLVENTS 


‘FOB Group 3) 
Stoddard solvent 
Cleaners naphtha 
V.M.&P. naphtha 
Mineral spirits 
Rubber . solvent 
Lacquer diluent 
Benzo! diluent 


«12.375(3) 

«12.875(2) 

12.8754) 

«11.87544) 

_ «x12.875(3) 

~ «++ 013.375-14.125(2)x 
. -m(2)14, 125-14. 625% 


WESTERN PENNA. 
Ou City: 
Stoddard solvent ......... x15 
Pittsburgh: 
Stoddard solvent 15(3) 
ONTO—Quotations of 8.0. Ohio for delivery to 
a points: 

V.M.&P. naphtha ‘ 
Mineral spirits & stoddard solvent 16.0 
Rubber solvent 14. 


. TEXAS (Truck Trnspt. lots) 


tens ae solvent 12.25 


CENT. W. TEX. (Truck Trapt, lots) 
Stoddard solvent .......... 11.5 


Refinery & Terminal Prices (Continued) 


KANSAS (For Kans. Dest’, only) 
Stoddard solvent 


ATLANTIO COAST 


V.M.&aP. Mineral 
Napbtha Spirits 
New York 


Harbor ....(3)17-18 (4)16-17x 
Philadelphia (2)16. 5-17 .5(2)% (3)15.5-16.5(2)x 
Baltimore (2)15 .5-16 . 5x 
Boston (4)16 5-17 . Sx 


:(3)17.5-18 Ox 
Providence . eee 16.514) 


LPG PRICES 


(Of refiners, FOB refinerics, in conte per gai. 
tank care or transport trucks) 
Industrial 


District — Propane 


N. Y¥Y. Harbor .... R 8 
Philadelphia ..... 8(3) 8(3) 
Baltimore ...... ee eeee eeee 
Guif Coast 3.625(2) 
Houston 3.625 
Tedade .icvicescos 7 


3.625(2) 
3.625 





‘y SCULLY SIGNAL COMPANY eg ft Set 
customer tanks 








New York 


Marketer of Petroleum Products 


NEW ENGLAND PETROLEUM CORPORATION 








lar business letterhead. No obli- 
gation on your part whatsoever! 
Mail your request today! Platt's 
OILGRAM Price Service, 1213 
W. 3rd. St., Cleveland 13, Ohio. 


Get the OILGRAM Habit! 
Read OILGRAM Daily— 





MONDAY through FRIDAY 


COMPLETE DAILY OlL PRICE SERVICE 
DIRECT from the Nation's Leading Oil Centers 


Timely, reliable market information when you need it most—delivered 
at your desk—by fastest mail—every morning! Buying, selling, trading 
facts! Accurate, daily price reporting of more than 600 different prices 
of petroleum products from the nation’s leading oil centers. Rapid-fire 
market fluctuations compiled, recorded, produced and released through 
private wire facilities—backed by more than 30 years of expert NEWS 
and PRICE service publishing experience. SPECIAL!! One week trial 
subscription with our compliments. Just send your request on your regu- 


A McGRAW HILL PUBLICATION 
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Refinery & Terminal Prices (Continued) 
PRICES IN EFFECT JUNE 29 
ATLANTIC & GULF COASTS 


FOB their refineries & tanker terminals and of tanker terminal operators, 
Ships’ bunkers prices are exclusive of lighterage. 


WAX 


WESTERN PENNA. Prices are of refiners, 


(T.C., in Bulk) FOB their terminals. 


White Orude Scale: 
122-124 A.m.p. 
124-126 A.m.p. 


SEABOARD 

Melting points are AMP, 3° higher than 
EMP. Prices are for carload lots. Domestic 
prices are FOB refinery; scale in bags or 
bbis.; fully refined, slabs loose. Export prices 
are FAS; scale in bags or bbis., fully refined 
in bags or cartons. 


Crude Scale N.Y. Domestic 
124-126 white 6.1(2) 


N.Y. Export 
5.5-6.1(2) 


RAs 


NII 
ON 


a= 
Ww 
~~ 

* @@OOa44-1- 


‘ epgeeey: 


CHICAGO DISTRICT PRICES 


Prices to jobbers & distributors in tank car 
and/or truck transport lots FOB refineries. 
pipe line sg eeaamaer and inland waterway barge 
termi: 


Motor Gasoline 
84 Oct. Reg. 


x13.85-14.625x 
«(4)13.1-13.625x 


Light Fuel Oils 
Range oil 
No. 2 fuel 


x(2)10.875-11.625x 
x9.875-10.5(2)x 


Heavy Fuel Oils 

No. 5, low sulfur 
No. 5, high sulfur 
No. 6, low sulfur 
No. 6, high sulfur 


x6. 75—-6.9x 
«(2)6.75-7(2)x 
x5. 9-6. 
«(2)5.7-6x 


MEXICAN BUNKER PRICES 


8. DOLLARS PER BBL, OF 159 LITERS 


Tampico 
Veracruz 
Minatitlan 


Manzanillo 
Salina Cruz ....... 


PACIFIC COAST 


Bunker C Fuel 
(P.8. 400) 
$1.80(5) 
1.85(4) 
2.10(4) 
2.10(4) 


(In Ships’ Bunkers, Diesel Fuel 
or Deep Tank Lots) (P.8. 200) 
San Pedro, — * —— 
San Francisco 

Portiand, Ore. 


Seattle, Wash. 4. 62(4) 








92 Oct. 

District Prem, Gasoline 
N. Y. Harbor  15.4-15.7 

do barges... %15.3-15.6 
Albany (2)15.9-16.7(4)x 
Baltimore ... 14.4-16.6x 

do barges... 14.4 
Baton Rouge. 

do barges. . ver 
Boston 15.9-16.7(5)x 
Charleston .x(2)14.1-15.25x 
Corpus Christi ~13.5(2) 
Houston «13.25-14.3x 

do barges .x(2)13.25-14.3 
Jacksonville x(2)14.4-14.7(5)x 
Miami «14.7 
Mobile 
New Haven.. 
New Orleans. 

do barges.. 13.6 
Norfolk «14.3-14.6x 
Pensacola ... 14.4 
Philadelphia . x16(2) 

do barges... 
Pt. Everglades 
Portland 
Providence 
Savannah 
Tampa 
Wilmington, 

i. 


x16.5(3) 
«13.6 


xi4. 7(3) 
«16.8(4) 
«16.7(4) 
«14.4-14.7(3)x 
«14.2-14.6(3)x 


14-15. 35% 


Gas House 
No. 2 Fuel*# Gas Oll*# No. 4 Fuel 


N.Y. Harb. (2)9.25-10.35(16) 
do barges. (2)9.15-10.25(16) 
Albany .... 
Baltimore 
do barges. 
Baton Rouge 
do barges. 
Boston 


9.85-10.45(9) 
x10.35(5) 


9.95-10.55(15) 
Charleston x10.5(5) 
Houston .... x9.125-9.25 

do bargesx(2)8.5-8.625(2)x 
Jacksonville. x10.9(8) 

x10.2(2) 

New Haven. 9.95-10.55(9) 
New Orleans ,x9.1-9.3(2) 

do barges. 8.7 
Norfolk . .x(5)10,.35-10.55x 
Pensacola - «10.2 
Philadelphia. 9.85-10.45(9) 

do barges. 9.75-10.35(8) 
Pt. Ever- 


Blades ..x(2)10.9-11x 
Portiand ... 
Providence 9.95-10.55(8) 


Tam 


( 10.5 
‘s* Correct price for June 22 (June 24 


N.Y. Harb.x(12)2. _ 2.31x 
Albany 2.4 

Baltimore . sy 3106) 
Baton Rouge 

Boston 12.3206) 
Charleston . %2.23(2) 
Corpus Christi 1.98 
Houston x1.95-2.00x 
Jacksonville. x2.20-2.21(5)x 
Miami 2.18 


2.03 
New Haven. (2)2.15-2.30x 


Norfolk 
Pensacola .. 
Philadelphia . 
Pt. Everglades 
Portland 
Providence 


10.05-10.65(10) ~11.05 


x10.05-10.65(8) xil. 05 


90 Oct. 86 Oct. 

Prem. Gasoline Reg. Gasoline 
tae x14. 15-14. 6x 
13 12-14.1 
ewes «15.2(7) 

x(2)13.4-14.8x 
«13.4 


(3)14.4-15.2(6)x 
x (2)13.1-13.25% 
11.5-12. 5x 
«(2)12.25-12.3 
x12.25-12.3 
x (2)13.4-13.7(5)x 
«13.7 


«13.4(3) 
«15(3) 
«12.6 


«12.6 
x13.3-13.7x 
«13.4 
«x (2)14.5-14. 6x 
14.4 

«13.7(3) 
«15.3(4) 
«15.2(5) 


«13.4-13.7(5)x 
%13.2-13.6(4)x 


x13-13.5x% 


10.45 x(10)$3.22-3.78x 

x(10)3.19-3.68x** 
«3.98 
x3.25(2) 
«3.19 


$2.77 
2.74 
10.55 
9.4 
pues 2.39 
10.95 «3.21(5) 
2.60 
43.35 ee 
saed «2.42 
2.39 


10.75 3.20 2.66 


‘10.55 


83 Oct. 


Reg. Gasoline 


x34 ‘4 


«12. 3 


14.2 


«12.85 


Diesel Oti 


Shore Plants* # Ships 
No. 6 Fuel (50 cet., 565 4.1.) (45 cet., 45 4.1.) 
(2)10.15-10.75(7) wee 49(4) 


xi. 05(4) 
«10.85(5) 


si" 
x10.95(6) 
x10.6(2) 
«9(2) 
x10.9(6) 
x10.9(2) 
x10.95(5) 
x9.7(3) 

* 410.75(4) 


ses oss 9.5 
3.08-3.23(2)x 2.84-2.99(5)x 10.25-10.85(7) 


«x(3)10.9-11x 


10.95 
-80 


NPN) was $3.04-3.53. 


Neo. 6 Fuei 

No Sulfur Ne. 6 Fuel 

Guarantee Max. 1% 
Barges Sulfur 

«2.25(15) 


x(2)2, 

x2.25(4) «2.43 

1.95 eoee 
«2.29(5) «2.43 
x2.20(3) seus 
«1.95 
«1.95(5) 
x«2.17-2.18(5)x 
«2.15(3) 
2.00 
«2.27 
«1.95(2) 
2.2344) 

2.00-2.05 
«2.25(9) 
2.15(2) 


22.29 
2.11-2.26(3) 


x2.40 
2.44 


re 11.05(4) 
3.06-3.21(2)x %10.95(4) 
2 «10.9(5) 


x10.8(6) 
«10.6(2) 


No. 6 Fuel 
Max. 1% 
Sulfur 
Barges 

35-2.43x x(2)2.35-2.40x 


x2.25(10) 
x2.25(4) 
«1.95(2) 
x2.29(5) 
x2.20(3) 
x(2)1.95- = 10x 
«1.95 


Kerosine 
Ne. 1 Fuel* # 
(2)10.25-11.35(16) 
(2) 10.15-11.25(16) 
«11.65(9) 
%11.45(9) 
«11.35(4) 
10.3 


10.95-11.55(16) 
«11.3(5) 
9.75-10. 25x 
x9.625-9.75 
«11.8(10) 
11.8 
«11.1(4) 
«11.55(8) 

x (2)10.3-10.33(2) 
x10(3) 
«11.35(7) 
«11,.1(2) 

10.85-11.45(9) 
10. 75-11.35(9) 
=x (4)11.8-11.9x 
11.05-11.65(8) 
10.95-11.55(8) 
«11.8(7) 
«11.7(8) 


«11.3(7) 


Diesei 
* Bunkers ¢ 


x4.49(4) 
3.74(2) 
x4.53(3) 
%4.43(2) 
«3.74(5) 
x4.578(5) 
x4.641(3) 
x3.74(3) 
«4.49(3) 
x4.49(4) 
x4.641(4) 
ot 53 
x4.578(5) 
«4.534-4.536(4) 


«4.43(3) 


x$4.16(4) 
4.16(2) 
3.49 


3.15 
11) x3.49(5) 


x(3)2. 17- °. 18(3)x 
«2.15(3) 


«2.00 

«2.27 

=«1.95(4) 

«(4)2.23-2.26x 

2.00-2.05 

x2.25(8) 

«2.15(3) 
2.29 


x3.49(2) 


4.16(4) 











x2.23(5) x2.20(4) 
x2.12-2.16(4)x x2.09-2.13(3)x 


(*) At Atlantic Coast refineries and terminals south of 


sellers to bulk commercial consumers are 0.15¢ higher prices shown above. (#) At points 
north of and including Charles 


ton, gas oll and Diesel oil prices, and prices at highs of ranges 
for kerosine and Np, 2 fuel, are subject to 0.5¢c gal. (2lc bbi.) summer-fill discount. 


land, and at Tampa, prices of some 
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OllL PRICE SECTION 





Refinery & Terminal Prices (Continued) 
PRICES IN EFFECT JUNE 29 


GULF COAST—CARGOES, DOMESTIC & EXPORT, ALL PORTS 


Cargo prices are FOB ship at U. S. Gulf, minimum of 20,000 bbis., and are by refiners only to 
other refiners, export agents, or tanker terminal operators. The figure in parentheses after each 
price indicates the number of companies quoting that price. 

Aviation Gasoline (MIL-F-5572) Kerosine & Light Fuels 

Grade 115/145 .... »19.75 41-43 w.w. Kerosine 9.5-9.625(3)-—9.75(3) 
Grade 100/130 .... 18.25 
Grade 91/96 ...... 17.25 8.5(2)-8.625(3)-8. 75(4)-8.875 


Motor Gasoline 
93 Oct. Premium. . 
«12. 75(2)-12.875-13(2)—13.25(2) 
90 Oct. Premium. . 12.25-12.375-12.5 
87 Oct. Regular .. 
x11.75(2)—11.875-12(4)-12.25 
83 eg seamed .+. «11.25-11.375-11.5-11. 75x 
79 Oc . -++ wl1-—11.125-11.5x 
70-12 ‘Det’ M 
Leaded . ++» 10.5-10.75-11(2) 


Diesel & Gas Oils 

43-47 Diesel Index. 8.75(3)-8.875 
48-52 Diesel Index. 8.875(3)—9-9.125 
53-57 Diesel Index. 9(3)-9.25 


Heavy Fuels—Cargoes 
No. 5 Fuel, 0-10 p.t. x$2.60-2.65x 
Bunker ‘‘C”’ Fuel. . 
$1.75—1.85(6)—1.90(2)-—2.00 


MIDDLE EAST CRUDE PRICES 


(Prices are per bbl. of 42 U. 8S. gals., exclusive of local port or other governmental charges, sales 
taxes, etc., if any; FOB loading port indicated, for gravities shown; 2c per bbi, differential per 
degree of gravity applies for gravities below and "above those shown) 


Posted export prices of Socony-Vacuum Overseas Supply Co, for sale in cargo lots: 
Type of Price 
Crude Per Bbi. Leading Port 


$1.75 Ras Tanura, Saudi Arabia . Nov. 
2.29 Sidon, Lebanon s Feb. 
1.67 Fao, Ir raq x Dec. 
2.29 Tripoli, Lebanon/Banias, Syria Feb. 
1.81 Umm Said, Qatar 39-39. 9 Nov. 


Posted export prices of Anglo-Iranian Oil Co., Ltd., for sale in cargo lots: 
Kuwait $1.50 Mina-al-Ahmadi, Kuwait 31-31.9 Apr. 
Iraq (Persian Gulf) 1.75 Fao, Iraq 36-36.8 Apr. 
Iraq (Eastern 
Mediterranean) 2.29 Tripoli, Lebanon/Banias, Syria 36-36.9 Apr. 


VENEZUELAN CRUDE PRICES 


Prices are of Creole Petroleum Corp, for sale and/or purchase of cargo-lot quantities FOB 
deepwater terminals at ports named, and are subject to crude availability and company’s require- 
ments; 2c per bbl. differential per degree of gravity applies for gravities below and above those 
shown, except for Lagunillas Heavy for which price shown applies regardless of gravity. Price 
applicable for each cargo is that in effect at time vessel tenders for loading. For purchases made 
in fields, prices shown are basis for such purchases with deductions being made for terminaling 
and pipe line services in accordance with published tariffs. Purchases not subject to contracts with 
Venezuelan government are made at prices established by schedule shown below less ic per bbl. 


Price Effective 
Crude FOB Date* 
Bachaquero seadones Las Piedras or Amuay June 23, 1953 
Tia Juana Heavy x . Amuay June 23, 1953 
Lagunillas Heavy ..... 2. Las Piedras or Amuay Oct. 11, 1952 
Tia Juana Medium .... . 3 Amuay June 23, 1953 
Tia Juana 102 L.P. ... Amuay ° June 23, 
Tia Juana Light ... Amuay June 23, 
Mara Las Piedras or Amuay June 23, 
Cumarebo on aden Tucupido June 23, 
San Joaquin Puerto La Cruz June 23, 
Oficina Puerto La Cruz June 23, 
Mulata Puerto La Cruz June 23, 
Jusepin Puerto La Cruz June 23, 
Quiriquire Caripito June 23, 
Tembiador Caripito June 23, 
Pedernales Capure (Pedernales) June 23, 
* These effective dates correct for June 24 NPN also. 


AVIATION GASOLINE PRICES 


(Prices are for tank cars, barges or truck transport lots; aviation gasoline meet specification 
MIL-F-5572, unless otherwise noted.) 


ee 


pope pe ogo pot 


Grade 91/96 
17.35(2) 


Grade 80 
16 .85(2) 
16 .95(2) 
16.85 
16.85 


New Orleans, La. 17.75 
Houston, 17.25-17.75 15-15. 75 


LAKE PORT TERMINALS 


Buffalo Cleveland Toledo 
16-16 . 8x 5 
. .(2)14.5-15.3x ses ste bs 
. -(3)12,45-13.05(2) .... ones 11 
.(2)11.7-12.3x bes 10.35(2) 10.25 
11.2-11.7 
10.2-10.35(2) 
7.353) 
6 .85(3) 


90 Oct. Premium ... 
86 Oct. Regular 
Kerosine 

Diesel Fuels 


10.75-11.1 

10-10.1 
(2)T7-7.5 
(2)6.5-7 


|. 1 (8)11.2-11.8x 
nae | $.45-8.85m 
(a) Sanvered ‘Cleveland. 


JULY 1, 1953 
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OIL PRICE SECTION 





Tank Wagon Prices 


Prices for gasoline do not include taxes; they do, however, include 
‘mepection fees as shown in next column. Gasoline taxes, shown in 
2c federal, and state tazes; also city and 
county taxes as indicated in footnotes. Kerosine tank wagon prices 
— do not include tazes; kerosine taxes where levied are indicated in 
. if any, are shown in footnotes. These prices in 


column, include 





ATLANTIC 
REFINING 


Atlantic 
Gasoline Kero. & 
(Regular Grade) No. 1 
Cons. Dir. 

T.W. T.W. 


Allentown 16. 
Altoona ..xt16. 
Meee a 2tdes x17. 
Greensburg x17. 
Harrisburg x16. 
Phila. .... x16 
Pittsburgh 17. 
Reading .. x16. 
Wiks Barre x16. 
Wmsport, . x17 
Wilmington x16. 
Hartford . 15 
New Havenx"15. 
Boston ...x°15. 
Springfield 16. 
Worcester .x°15. 
Providence x°15. 
Camden ..xt15. 
Newark ...xt15. 
Albany «°°15. 
Binghmtn x°°16.4x°°16. 
x 
x 


EMateinks in tninsstta abide ine. * 
ao 


Buffalo °°16 1n°°16 
Elmira ..x°°16.4%°°16 
Rochester x°°16.1x°°16. 
Syracuse ~°°16.1%°°16. 
Watertwn x°°17.3x%°°17. 
Baltimore 14.5 14 
Richmond 14.5 14. 
Charlotte . 15.4 15. 
Jacksonville 15.4 14 


bein nahne-nanwaunuousenseeies % 


» Potetote te RD MIWOSOSOORHM AM AHOSAOOASSS< 


SoooooooooMoSooSooooSSSSSoOSSOSSOS 
> Mim: DIS WOrAwWOS: ©» * | | hom ge bs Wo ee we eee 


DS DW DWM DDD DD DOH Oh 99 9 9 DD 9 9 9) 9 9 9 J 


Mineral Spirits Ve &P. 
T.w. T.w. 
Philadelphia, Pa. 16.5 18.0 
Pittsburgh .......... 20.0 21.0 


Heavy Fuel Oils—T.W. 


No. 5 No. 6 
Philadelphia, Pa, } 6.07 


Discounts: 
Summer-fill discount an ogy allowed on 
kerosine and Nos. 1 & 2 fu 


Notes: 

Kerosine—Thru Penna. & Del., add 2c per 
gal, for t.w. deliveries of less than 25 gals. 
at one time. Camden—Add ic for deliveries of 
100-299 gals., 2c for less than 100 gals. 

Mineral Spirits prices also apply to Stod- 
dard Solvent 

Effective Dates: 
June 13, x°°June 12. 


xJune 24, xtJune 17, x° 


(N. B. Prices are Continental's 
tankwagon prices, Current selling 
prices may vary from those shown 
because of local conditions.) 


CONT’L 
oll 


Billings, Mont. 
Butte 
Great Falls 


15.9 
4. 


Albuquer., N 
Roswell 

14.0 
13.8 
13. 


Santa Fe 
Muskogee, 
Oklahoma City 
Tulsa 


SHOCDAON HARON OONANH 
00 Go G8 & GP GP G0 =3 G0 GO Ge G0 GO GO GP GO GO 
BWunonunscooooosooooo 
UKONNONSOSOOCOWMORW 


Gasoline tax column includes these city taxes: 
Albuquerque & Roswell, 0.5c; Santa Fe, 1c; 


Salt Lake City and Twin Falls gasoline 
and kerosine prices apply for deliveries of less 
than 200 gals.; 200-399 gals., deduct 0.5¢; 
400 gals, and over, deduct ic, 


Notes: 


T.W. prices are to consumers and dea) 


effect June 29, 1953, as posted by principal marketing companies at 
their headquarters offices, but subject to later correction. 


CHEVRON 
STANDARD OF neguiar) Av. 80/87 
CALIFORNIA 


San Fran., Cal. 
Los Angeles 
Fresno 

Phoenix, Ariz. 
Reno, Nev. .. 
Portland, Ore. 
Seattle, Wash. .... 
Spokane 

Tacoma a” oe 
Boise, Idaho Stee 
Salt Lake, U. .. 
Honolulu, T. H. .. 
Fairbanks, Alaska. 
Juneau 


Fe 


Ce ed DH PHDAIAIRAAR 
Sovosovareoucaan 


(400 gals. & over) (ex all taxes) 
San Fran. .. x16. 12.7 14.2 
Los Angeles x15. 12.2 13.7 
Fresno 13.5 15.0 
Phoenix 15.6 17.1 
Reno re bane 
Portland 
Seattle 
Spokane 
Tacoma 
i> ood 
Salt Lake 
Honolulu 
Fairbanks . x32. 
Juneau .... x19 
Taxes: 

Boise—Sc gas tax applies to motor fuel 
only; avgas taxes are 2c federal, 2.5c state. 

Salt Lake—7c gas tax applies to motor 
fuel only; avgas taxes are 2c federal, 4c 
state. 

Honolulu—8.5c gas tax applies to motor fuel 
only; avgas taxes are 2c federal, 4c terri- 
torial. Standard Diesel/furnace oil price is 
ex ic territorial liquid fuels tax, All T.T. 
prices are ex Hawaiian gross income tax of 
1% to resellers, 2.5% to consumers, 

Notes: 


“17.4 
15.2 
x11.5* 
«14.5 


Bo Aah OAD tt DEO 
1 Rote ee moto mon 


Gasoline—For other deliveries of Chevron 
(Regular) and Chevron Aviation 80/87, add to 
400-gals.-and-over price 1.0c for 40-199 gals. ; 
0.5¢ for 200-399 gals., except for deliveries to 
Marine trade in Alaska (excluding Chevron 
Aviation 80/87) where 0.5c differential applies 
to 40-399 gal, delivery; for less than 40 gals. 
add 5.0c gal.; except at Honolulu add 5.0c for 
less than 40 gals. to Marine trade and less 
than 100 gals. to Shoreside trade, Prices for 
Chevron Aviation 80/87 at Salt Lake City ap- 
ply to all quantities in excess of 40 gals. 
Prices for Chevron Supreme (Premium) are 
2.0¢ gal. higher—than Chevron (Regular) for 
quantity delivered. For less than 40 gal. de- 
liveries, add 5.0c gal, to 400-gals.-and-over 
price, except at Honolulu, add 5.0c gal. for 
less than 40 gals, (Marine) and less than 100 
gals. (Shoreside). Add to Chevron Aviation 
80/87 quantity delivered prices, 2.0c for 91/98. 
5.0¢ for 100/130, and 8.0c for 115/145. 

Kerosine—T.T. prices, except at Salt Lake 
City, apply to deliveries of 400 gals. & over. 
For other deliveries: less than 40 gals., add 
8c; 200-399 gals., add ic; 40-199 gals., add 4c; 
tank car/truck trailer, deduct 1.5c. Salt Lake 
City posted tank truck price is for minimum 
40 gal, deliveries. 

Standard Diesel/Furnace Oil & Standard 
Stove Oil—T.T. prices are for deliveries of 400 
gals. or more. For other deliveries: 40-199 
gals., add ic; 200-399 gals., add 0.5c; 
than 40 gals., add 5e 

* Standard No. 2 Burner Oil. ** Kerosine 
base prices changed to 400 gals. & over; pre- 
viously, base prices were for deliveries of 40- 
199 gals. 

Effective Dates: xJune 22, xtJune 18. 


Regu 

T.w. 
Dallas, Tex.. , 
Ft. Worth .. 14.8 
Houston .... 14.7 
San Antonio. 15.0 
Notes: 

T.W. prices are to all classes of dealers and 





«x Effective June 18. 


Ss 
x Effective June 24. 


Inspection fees per gal., 
unless otherwise specified, are as follows: 
Ala. 1/40c on gasoline; Ark. 
2/25c; Kans. 1/100c; La. 1/32c; Minn. 5/200c; Mo. 1/25c; Neb, 2/100c; 
Nev, 1/20c; N. C. 1/4ce; N. D. 1/20c; Okla, 2/25¢; S. C. 1/8e; S. D 
1/40c; Tenn, 2/5c; and Wisc. 3/100c. 

Kerosine inspection fees only: Ala. 1/2c;: 


included in both gasoline and kerosine prices, 
1/20c; Fla. 1/8c; IN, 3/100c; Ind. 


Iowa 1/50c; Mich, 1/5c. 


Gase- ESO Faso 


Gasoline 
(Regular Grade) 
Gasoline 


STANDARD 


Atlantic City, 
Newark 

Baltimore, Md. 
Cumberland + 
Washington, D. c. 
Danville, Va. “ 
Petersburg 

Norfolk 

Richmond 

Roanoke 
Charleston, W. Va 
Fairmont 
Parkersburg 
Wheeling . 
Charlotte, N. 
REE. nb s9s newne 
Mt. Airy 

Raleigh 

Salisbury 
Charleston, 8. C... 
Columbia 
Spartanburg 

New Orleans, La... 
Baton Rouge 
Alexandria 

Lake Charles 
Shreveport ........ 
New Iberia 
Knoxville, Tenn. 
Memphis Ktakow ss 
Chattanooga 
Nashville , 
Little Rock, Ark.. 


WwOACURNIWWHOO 


irk Dem DOK OOM WO A 
COMMON AH! SS CONNOR DROOWOHDROO 


geooocese 


QQCOCSOOOSOSOOOOGOGOO OOO GAIN HH OHHH wan 


Newark, N. J. 
3,600 gals. & over... 
Steel bbis. 
Baltimore, 
3,600 gals. & over... 
Steel bbis. 
Washington, D. C. 
100-499 gais. 
500-3,599 gals. 
3,600 gals. & over. 
Stee] bbis. . 25. 
FUEL. ors—*. w. 
No. No. 2 
Atlantic City, N.J. 14. 
Newark ......... 14 
Baltimore, Md.... 14 
Washington, D. C. 15. 
Norfolk, Va, 14 
Danville wae © slain 
Petersburg ....... 15. 
Richmond 15 
Roanoke ......... «- 
Charlotte, »~ SB... 1. 
Hickory 
Mt, Airy 
Raleigh 
Salisbury 
Charleston, 8. C... 
Columbia - 
Spartanburg 13. ‘ 24 
Taxes: Louisiana kerosine prices” do not in- 
clude ic state tax. 
Discounts: Summer-fill discount of 0.5¢ al- 
lowed on kerosine and Nos, 1 & 2 fuels. 
Notes: Kerosine No. 1—Atlantic City prices are 
for deliveries of 300 gals. or more; add le for 
100-299 gals. 2c for less than 100 gals. 
No, 6—Washington price is for min, delivery 
of 1,050 gals.; for min. delivery of 2,500 gals 


price is $2.68 per bbi. 
(Prices are per imperial gal.; te 


IMPERIAL arrive at price per U. 8. 


OIL subtract 1/6th.) 
Esso 


wr 
So 
oa ®& 


Sense iA oo 


No.4 No. 6 


$3.744 $2.836 
3.71 
4.05 


‘ or eLeecaneoe?, 


Sou! mie Oe! Seem, 
e 
o 


atF OE, 


w. 
St. John’s, Nfld. .. 


Charlottetown, P. E. I. 
Montreal, Que. ... 
Toronto, Ont, ..... 
Hamilton, Ont. .... 
Winnipeg, Man. ... 
Brandon, Man, ... 
Regina, Sask. .... 
Saskatoon, Sask... 
Calgary, Alta. .... 
Edmonton, Alta. .. 19. 
Vancouver, B. C... 23. 
(*) Price ts for Esso Extra F + 
: Gasoline taxes are provincial taxes. 
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Oil PRICE SECTION 
Tank Wagon Prices (Continued) 


a/v s/¥ 
Mobilgas Aircraft 
Grade Grade Grade Mobligas (Regular Grade) x Mobilheat No.4 No.6 
8009 100 Cons. Dir. Cons. Dir. Diesel (No, 2 Fuclx Jes yee 
T.W. T.W. 7.W. BC. T.C. T.W. ard T.C. Yara T.W. T.W.x T.W. 





SOCONY VACUUM 


New York City: 
Manh. ....... 
Bronx 
Kings 
Queens. seine mathe 
Richmond .. 

Albany, N. Y. 

Binghamton 

Buffalo 

Jamestown 

Mt. Vernon 

Plattsburg 

Rochester 

Syracuse .. . 

Bridgeport, Conn 

Danbury 

Hartford 

New Haven . 

Bangor, Me. 

Portiand ...... 

Boston, Mass. .. 

Concord, N. H. 

Lancaster .. 

Manchester 

Portsmouth sa 

Providence, R. I 

Burlington, Vt. 

Rutland ..... wy us mt <4 12.35 °° 

Tank Wagon Prices Syracuse Hartford 

ST CON oa os cd cba os Uh ovsepents 18.5 7 0. 21.0 . 19.0 18.5 

V.M.&P. Naphtha 20.5 18.5 21.5 22.5 J 20.5 20.5 

Taxes: N.Y.C. prices do not include 3% city sales tax applicable to price of gasoline (ex tax). 

Discounts: Mobil Kerosine & Mobilheat—New York City & Mt. Vernon prices subject to 0.5¢ discount, except on tank wagon discount is applicable 

only to deliveries of 300 gals. or more; ali prices (tank car, yard & tank wagon) at all other points subject to 0.5¢ discount. 

Mobilfuel Diesel—New York City (Kings & Richmond) tank car prices subject to 0.5c discount; New York City & Mt. Vernon tank wagon prices 
subject to 0.5¢ discount on deliveries of 800 gals, or more; tank car and tank wagon prices at all other points subject to 0.5¢ discount and tank 
wagon prices subject to additional 0.5¢ discount on deliveries of 800 gals. or more 


Notes: Jamestown T.C. prices are delivered prices; all other T.C. prices are FOB bulk terminals. 
x Effective June 24, 


OHIO STANDARD 


33 


24.3 
24.1 26.1 


Dm REwDow 


24.0 


2%. 
: aa: WABDRONOCOCOS 


11.95 
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Sweone Rar wone- 


Sohio X-Tane Gasoline 
Aviation Gas.-Cons. T.W.x (Regular Grade) 
Sohio Seohio Re- 


Gasoline 


; 


sell- 


SUEEESEBEELy 
3 
Zz 
8 
4 


cooscoooooooo 


Akron 
Canton ; 
Cincinnati 
Cleveland 
Columbus 
Dayton 
Lima ... 
Mansfield 
Marion sme 
Portsmouth 
Toledo .. 
Youngstown 4 
Zanesville ......... ‘ -75 ‘ § 20 1 ' 20 22.0 21. 21. 14. 14. 13 
Taxes: Hangar operators can purchase gasoline less 4c per gal. State Road Tax by supporting purchase with State Tax Exemption Form 

A-10 to supplier, 
Discounts: Sohio Aviation—on contract to hangar operators and resellers, 2c off consumer t.w. 

Nos. 1 and 2 fuel: Prices are for 100 gals. or more. 50 to 99 gals. add ic per gal., 1-49 gals. add 2c per gal. 
Notes: Naphthas & Solvents— T.W, and drum prices are for deliveries of 500 gals. or more, For other deliveries: 150-499 gals., add 2c; less than 150 

gals., add 5c. 


Renown (third grade) gasoline prices are same as X-Tane unless otherwise noted. 8.S, prices are at company-operated stations. 
x Effective June 29. 


INDIANA STANDARD 
Tank wagon prices listed below were obtained by NPN correspondents who visited Standard 
of Indiana bulk plants Lsaeeee the company’s prices are publicly posted. mee 


Furnace 01-——————_— 
(Reg. Grade) Gaso- Kero- 100 «= 100-100) 175-39 - 350s: 1,000 S 
Cons. line sine 1-09 gals. 174 349 9999 #«gals. gals 
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Chicago, Ill. .. 18 
South Bend, Ind. 19 
Detroit, Mich ... ~18 
Mpils.-St. Paul ...xt17 
Des Moines, Ia. 

St. Louis, Mo. 
Wichita, Kans. 
Omaha, Nebr. 

Fargo, N. D. 

Huron, 8. D. .. 
Milwaukee, Wisc.. 


“ie 
AD 


gals. Sover gals. gals. gals. & over & over 


8 
4 
3 
7 
m | 
8 
4 
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a re et Montgomery oo 
Fea 7.W RAMMED, GR. cccesosse 
Olis—T.W.—Chicago, Augusta ........... 
on TEXAS Fire-Chief Gasoline DERUOR. © & cine wevsd cepees 
Heater Savannah ...... 
1-99 gals. ..... a 16.3 . co Dealer Gasoline Dealer Jacksonville, 
100-149 gals. ....... 15.3 qeve wg bs Miami 
150 gals. & over .... pes Dallas, Tex. .... Pensacola 
100-399 gals. ........ j : Ft. Worth ...... Tampa 
400 gals, & over..... etds J Wichita Falis.... 
; Taxes: 

Gasoline tax column includes these city & 
county taxes: Mobile, 2c city; Birmingham, 1c 
county; Montgomery, lc city & ic county; Pen- 
sacola, ic city. Other taxes not included in 
prices: Georgia, kerosine, 1c; Montgomery, ker- 
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1-749 gals. .......... , » 
750 gals. & over .... 8.9 7.75 San Angelo 
Taxes: St. Louis, Mo., gasoline tax includes ic WEED ois cccvesen 
city tax. Des Moines, Ia., kerosine and furnace PS ee 
oil prices do not include 4c state tax. State Houston ........ osine 1c; Missiesippi, kerosine 0. 
sales, occupation, consumer & use taxes to be San Antonio ..... 
added where applicable. Port Arthur ..... 15.0 0 13.3 Notes: 
* “Temporary”’ price. Notes: Dealer t.w. prices apply also to all Consumer t.w. prices are same as net dealer 
Effective dates: xJune 2% xtJune 22; classes of consumers with minimum delivery prices 
shown incorrectly in June 24 NPN. of 50 gals. x Effective June 23. = Effective June 24. 
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DISPLAYED: Advertisements set in special type or with border— 


$13.50 per column inch. 
UNDISPLAYED: ° a Sale’ 


tions set in type 
charge $7.50 per insertion. 


omnis to Buy”, 
usiness Misce’ 
this size without porddes-90 cents a word. Minimum 


CLASSIFIED 


“Help Wanted", 
ilaneous classifica- 





“Positions Wanted’’—15 cents a word. Minimum charge §3 per insertion. 
Box number counts 2 words. Copy must reach us by Wednesday 
preceding date of issue. 


All classified advertisements are payable in advance. 
No agency commission or cash d 





on classified advertisements. 





For Sale 


FOR SALE—THREE 10,000 gallon Buffalo 
Storage Tanks, like new, reasonably priced. 
Write Oumberiand Company, P.O. Box 


Glass 
32, Oumbertand, Maryland. Phone Oumber- 


land 3328. 


FOR SALE: MR. JOBBER: Attractive prices 
1 gallon, 2 gallon cans; drums, Methanol Anti- 
freeze. Protected territory. Write Box 795. 


FOR SALE: 5350 GALLON, 3 compartment, 
single bulkhead, 1950 Frazier tandem, good 
condition, $2,800.00. Joplin Body & Trailer, 
Inc., 730 East Fifth Street, Joplin, Missouri. 


LATE 1951 FORD F-8 tractor—deluxe cab, 
heater, 2 speed axle, new motor. 4500 gallon 
Fruehauf 3 compartment tank trailer skirted, 
double valves, air brakes and 1000 x 20 tires 
throughout. Excellent condition. Bargain. 
Premium Oil Stores, 1400 Broadway, Colum- 
bus, Georgia. Ga, Ph. 3-1518, 


FOUR TOKHEIM LOW BOY pumps with ex- 
tension hose, two 4,000 gallon UG tanks with 
double openings, 1 Bych 1% HP Westinghouse 
compressor, all new and below the market. 
Premium Oil Stores, sas cima 

bus, Georgia. Phone 3- 





DIESELS AND PUMPS 


Two new 1947 unused 475 BHP 5 cyl- 
inder Baldwin Model VG Diese] En- 
gines, each connected to Worthington 
Horizontal Triplex Double Acting Pump, 
both units with Falk Couplings and 
other accessories. Location Ohio, . im- 
mediate delivery. Direct inquiries to 
The Bu 


30 Broad Street, New York 4, 








FOR SALE 
150 TANK CARS 


Class IV 8,000 Gal. Capacity, non- 
eolled, insulated tank cars, AB Brakes. 
Immediate availability. Loaded inter- 
change condition. 


Marshall Railway Equipment Corp. 
50 Church St., New York 7, WN. Y. 
Phone: COrtlandt 7-8090 








Position Open 


POSITION OPEN: WANTED EXPERIENCED 
tank transport engineer, substantial starting 
we paid vacation, pleasant working condi- 


-, 729 East Fifth Avenue, Joplin, 
Missouri. Telephone 614. 





SALES ENGINEER 


Man acquainted with major oil com- 
panies in Eastern U. 8. A. to contact 
and sell an accepted and established 
product to the Engineering, T.B.A. and 
Sales Promotion departments of these 
companies as a direct representative of 
the manufacturer, for immediate accep- 
tance. Give complete confidential in- 
formation, experience, salary, etc. 


Box 796 











An advertisement in NPN’s Classified 
Section will bring you quick, effective 
results at low cost. 
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Brownell to Form Group 
For Antitrust Law Study 


All federal departments and agen- 
cies will co-operate in a proposed 
study of the application of antitrust 
laws to the “international oil cartel” 
suit, according to Attorney General 
Brownell. 

Mr. Brownell disclosed the action 
in a speech last week at the Fourth 
Circuit Judicial Conference at White 
Sulphur Springs, W. Va. “High on 
the priority list of problems demand- 
ing prompt solution is the extraterri- 
torial application of the antitrust 
law,” he said. 

“This is a provocative subject,” he 
added, “particularly in view of the oil 
(cartel) case.” 

The committee, called the Attorney 
General’s National Committee to 
Study the Antitrust Laws, will be 
composed of lawyers and economists, 
Mr. Brownell said. “They will be 
guided by broader benefits to Ameri- 
can economy, rather than being 
swayed by interests of any particu- 
lar industry or business,” he stated. 

One of the problems facing the Jus- 
tice Department in attempting to 
prove allegations of “oil cartel,” Mr. 
Brownell declared, is that the “anti- 
trust division desperately needs aid 
in its present effort to find civil pro- 
cedures whereby the government can 
make adequate discovery preliminary 
to civil suit without the use ot com- 
panion criminal process.” 

He branded pre-trial procedures, 
such as are being used in West Coast 
antitrust proceedings against oil com- 


panies, “untimely and inadequate.” 
The use of FBI investigations must 
depend upon voluntary co-operation 
by defendants, he added. 


Jobbers Urged to Watch 
For Fake ‘Good Faith’ 


Jobbers have been advised to re- 
assess their traditionally “neutral” po- 
sition on “good faith” legislation in 
view of the recent Federal Trade 
Commission reversal (see NPN June 
24, p. 15). 


Otis Ellis, general counsel of Na- 
tional Oil Jobbers Council, suggested 
that “a new look (is necessary) if for 
no other reason than to preclude un- 
scrupulous suppliers cutting prices 
after ‘rigging’ a set of circumstances 
which would appear to be meeting 
competition in good faith.” 


He said be believed in the principle 
that a seller should be able to meet 
the price of his competitor in good 
faith—“so long as it is a bona fide 
transaction. Unfortunately, the cur- 
rent outlook might permit too many 
transactions which have the color of 
legality, but actually are far from it.” 


Burner Shipments Up 


Shipments of oil burners and burner 
units rose from 169,000 in first 
four months of 1952 to 205,000 in the 
same period this year. This was an 
increase of more than 21%. Census 
Bureau data showed April, 1953, ship- 
ments at 54,000. 


New Foreign Oil Group 


Holds Initial Session 


Watchdog of world oil supplies, the 
Foreign Petroleum Supply Commit- 
tee, met last week in New York for 
the first time since its reactivation. 

The committee is operating under 
new rules approved in May by a vol- 
untary agreement between the De- 
fense and Justice Departments, In- 
terior Secretary McKay already had 
renamed Stewart P. Coleman, of Jer- 
sey Standard, chairman, and W. H. 
Pinkard, of Caltex Products Co., vice 
chairman. 

All American companies operating 
abroad have been invited by the 
Office of Defense Mobilization to join 
the committee. Twelve accepted in 
time to attend the meeting. Also pres- 
ent were Deputy Petroleum Admin- 
istrator for Defense J. Ed Warren, 
and J. A. LaFortune, who succeeds 
him on July 1. 

The committee’s purpose is the 
same as before: To take joint action 
under PAD direction to alleviate any 
substantial shortage in world petro- 
leum supplies that might have an 
adverse effect on the mobilization 
program. 

Member companies are: Arabian 
American Oi] Co., Barber Oil Corp., 
Caltex Oil Products Co., Creole Pe- 
troleum Corp., Gulf Oil Corp., Pacific 
Western Oil Corp., Socony-Vacuum 
Oil Co., Standard Oil Co. (New Jer- 
sey),. Standard-Vacuum Oil Co., Su- 
perior Oil Co., The Texas Co., and 
Standard Oil Co. of California. 
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STATISTICS 





Midwestern Lubricating Oils Dealer and Service Station Prices for Regular-Grade 


(Compiled by Western Petroleum Refiners Assn. from figures of 12 Gasoline in 50 Representative Cities*** 
companies, . of 42 guis.) JUNE 1, 1963 


—__—_—_——_Cents per Gallon——_—________ 
Paraf- Ke- (Ine. Ze Station 
fined Blended Clty federal tax) (Inc. Tax) 
28.03 
23.90 
25.90 
27.80 
27.80 
25.90 
21.90 
27.20 
27.50 


fin 
Oils Stock Oils 
144,337 21,979 626,800 
,204 235,870 74, 130,686 19, poi] 618,021 


23,965 10,317 27, 807 27,664 2,377 23,442 
. 288,169 246,187 577,843 502,623 133,063 19,278 @41:463 
Hartford, Conn, 


.. 465,649 376,054 641,791 516,507 100,082 30,603 543,607 Buffalo, N.Y. 
; 46 48 39 36 


New York, oe 
APRIL, 1952 Newark, Os ence 
. 323,863 263,340 520,168 436,599 102,687 10,325 567,464 Philadelphia, Pa, 
vi Del, 
. 282,128 226,446 523,518 435,625 110,602 19,088 572,007 Seiten had so oe4* 
41,191 27,641 60,660 60,860 2,812 267 25,880 Washington, D. C. ...... 
’ 923/319 254/087 584,178 496,285 113,414 19,355 597,887 Charleston, W. Va. 


Norfolk, Va. owlba eeav's 
.. 453,188 344,625 941,827 806,604 147,155 38,797 478,686 Charlotte. N. C. 
: 43 42 50 50 


Charleston, 8. C, 
Atlanta, Ga. 
Jacksonville, 
Birmingham, Ala. 
F vi Vicksburg, Miss. 
Pennsylvania Lubricating Oils at Refineries Memphis, Tenn. 


(Compiled by National Petroleum Assn. from reports of companies re- i gt 
fining Pennsylvania Grade crude oil, Figures in bbis. of 42 U. 8. gals.) South Bend. Ind 
Chicago, Ill. 
Detroit, Mich. 
Milwaukee, Wisc. 
Twin Cities, Minn. ...... 
Fargo, N. D. .... 


Days Supply 


Raw Long residuum ........ 
600 déteam refined stock .-. 203,561 151,210 211,902 
Other steam refined stock .. 24,982 139,754 38,581 Des Moines, 
Finished dewaxed long St. Louis, . 
residuum + ggg ag 
Bright stock . 335,178 156,337 sa, a, 
Viscous maerel, below 180 vis. Little Rock, Ark. 
but not below 142 vis. @ 100 70,889 152,331 92,258 New Orleans, 
Viscous neutral, 180 vis. @ Houston, Tex, 
100 and above 113,896 285,596 99,319 Albuquerque, 
| Denver, Colo. 
Casper, Wyo. 
Butte, Mont. 
Boise, Idabo 
Pennsylvania Oil Other than lubes at Refineries Salt Lake City, U pga eha 
(Compiled by National Petroleum Assn, from report of all region Phoenix, Ariz. 
refiners. Figures in bbls.) San Francisco, Calif, 
Portland, Oreg. 
Apr. 30, Mar. 31, Spokane, Wash. 
. 1953 1953 * Includes city tax of le per gal. 
1. Naphthas & Gasoline ** Includes city tax of 0.5c per gal. 
(1) Straight run, unblended and/or unleaded, *** API figures as reported by The Texas Co, 
for sale as motor fuel 2,637 +t Editor’s Note: Where there are price wars these indicated margins 
(2) Naphtha and gasoline, for sale for blending do not necessarily show what the dealer is actually realizing per gallon 
or further refining or held at refinery for of gasoline sold, Special allowances temporarily are being granted to 
further distillation, reforming, blending or some dealers hit by the subnormal retail prices. 
leading t Applies to deliveries of 400 gals. and over. 
(3) Below 65 octane, not included in (1) or 


(2) above Ameo saepse ee 
“= octane and above 
@ naphthas other than motor fuel mate- 
rial (does not include refinery — naphthas) Production of Natural Gasoline 
3. Kerosine (Bureau of Mines figures in bbis., 600 omitted) 
gas oil (include furnace’ oil) 
5. Fuel Oil (not reported above) 34, 4 April, 
7 Oils held as cracking plant charging stocks. . 
- Non viscous neutral 3,048 WR es bad dsb edvese ss 
8. Wax distillate : ont on weeks 
9. Crude petroleum ..... 2.2... cece cece ee ceeeees 30,328 W. Pennsylvania bkndeesneuuue 
10. Wax (lbs.) West Virginia se aia die kale 


3 9 See 
SHMVAPMSdA, APAKASATRAPATATTSTRATHOTPOI STOR ASB AIIAwS 


ezeesuses: seezesssessssenssesesssessssss]eussssssses! 
90 G0 GP aP a3 3 GG HO WH OD OAR A OAIIAMHABHOGOOOPOOHANSANASPSAAIAALNA 
BSVSVSSssSsSSsessSSSssSSSssVSsssssssssssssssssssssssssse 


Tilinois 
Kansas 
Kentucky 


Net Stocks of Pennsylvania Crude Oil yey 


(Compiled by National Petroleum Assn. Figures in bbis.) Fo meee 


Apr. 30, Mar. 31 " Louisiana: THE 
1953 1953 





Guilt 


MA Loa bwestdess 
At refineries 358,339 368,135 Mississippi 


Pipe Line and tank farm .... 1,752,957 1,657,879 New Mexico ............. 
Total 2,111,296 2,026,014 Texas: Pea saul 

Gulf 

West Texas 





District 5 Demand 


28 
+ 
226 
GORBITTER 06sec cb ces cc ccciccceicioveecedde 2,687 


Daily Average ave pees 651 652 


* Colorado and Utah gasoline products included with Wyoming 
** Michigan included with Illinois. 
+ Nebraska included with Kansas. 
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LUBE JOBS sell TBA for W-P-B dealer William Riddle. 


Car Service 


The lube hoist and the air tower 
are TBA “gold mines.” 


That is the opinion of four Shell 
service station dealers (supplied by 
the W-P-B Oil Co., jobber in Shelby- 
ville, Ky.) who have a healthy TBA 
ratio of about $65 per 1,000. gal. of 
gasoline. 

These high TBA levels are the rule, 
rather than the exception at all of 
W-P-B’s outlets. One reason may be 
that W-P-B was the Tire Sales Corp. 
until 1945; when it began distribu- 
tion of Shell products in seven north- 
eastern Kentucky counties. 


The merger of TBA and petroleum 
in W-P-B’s case is an old story in 
reverse. Instead of oil men taking on 





On the Cover 


This week’s cover picture 
shows W-P-B Oil Co. dealer 
Donald Tennili (left) spotting 
a bad spot on a tire and show- 
ing it to a customer while his 
car is on the lube hoist. 














suggests it ought to be replaced 


Dealer Riddle, left, shows a customer the worn tread on a tire and 


a ‘Natural’ for TBA 


TBA, these tire men took on oil, prov- 
ing again that the service station is 
the best natural TBA outlet. 

The three principals in W-P-B Oil 
Co. are William D. Porter, R. R. 
Webb and Cam Ballard. Mr. Porter 
launched Tire Sales Corp. in 1929, 
coming from the Hood Rubber Co., 
where he was a salesman. 


One of -Mr. Porter’s beliefs is that 
tire and battery service builds gaso- 
line volume and that motorists want 
service station dealers to be inter- 
ested in the condition of their cars. 


Service Pays—The W-P-B dealers 
have always looked to service work, 
including lubrication, as a desirable 
source of station revenue. So it is 
easy for them to think about needed 
TBA replacements. 


They rely for their principal source 
of tire, battery and other TBA busi- 
ness on cars on the hoist. All of them 
think it is the best place to find 
out what a car needs and ideal for 
talking to the motorist about his 
worn tires, his aging battery or any 
other TBA item due for replacement. 


All W-P-B’s dealers also believe the 
next best place to sell TBA is at the 


air tower. When they are checking 
tire pressures on a customer’s car 
they get a close look at the tread, so 
tires are a natural topic of conversa- 
tion. 


All of the W-P-B’s service station 
outlets are in small towns. All op- 
erate conventional Shell service sta- 
tions, some of them new, but most 
remodeled, The restrooms are cleaner 
than those in the average station, 
but no claim is advanced that the 
hefty TBA volume is a direct result 
of the clean restrooms. 


In the past these dealers have not 
made much use of installment plans 
as an aid to tire and battery selling. 
Some of them are just beginning to 
get into it now. All of the stations 
use both temporary and permanent 
point-of-sale material advertising 
that they have Hood tires on sale, as 
well as Exide batteries and to a lesser 
extent other TBA merchandise in the 
line. 


Truck Advertising—Some of them 
advertise Hood tires and Exide bat- 
teries on their service trucks. Tires 
are displayed outdoors at all stations, 
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OLD STATION with a high TBA sales ratio is this one operated by Roy Hardesty in Shelbyville, Ky. 





TIRES DISPLAYED prominently are a feature of Hubert Brock’s TBA advertising at his service station in Carrollton, Ky. 


although not in large numbers. All 
are quick on the trigger in the mat- 
ter of trading tires. They know where 
they can put old tires to good use, 
either by selling them to motorists 
as used tires at their own stations, 
or to farmers as implement tires, or 
to used car dealers. 

‘One dealer emphasizes the impor- 
tance of getting a word in early to 
future tire prospects. He likes to 
start them thinking about tire re- 
placement well in advance of their 
needs. He hopes by that means to do 
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two things: Act before competition 
beats him to the sale; and get trade- 
in tires on which he can make a 
profit. 

Popular Line—These stations stick 
pretty much to Hood’s 100-leve] tire, 
on which there is a better trading 
margin than on the second line tires. 
Also they know that their customers 
Who drive on rough roads expect the 
dealer to come through with an ad- 
justment, in case of tire failure. 

Nor do the dealers show much in- 
terest in premium grade tires. One 


man, whose experience seems to be 
typical, estimated that only 2% of 
his tire sales are on second line tires, 
and only 10% are white sidewalls. 

Following a trend which seems to 
be pronounced among service stations 
in smaller towns, each of these Shell 
dealers does some kind of light main- 
tenance work. Two of them go in 
for brake, carburetor and ignition 
work. 

But these stations are not repair 
shops doing a little gasoline business 
on the side. A check of the four typi- 
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HUSBAND-AND-WIFE team are Mr. and Mrs. Hubert Brock, 


right. 


He is a W-P-B dealer and runs a small consigneeship. 


She keeps the books and looks after station housekeeping. Mr. 
Brock’s truck, above, displays tire and battery signs. Outdoor 
signboard, below, advertises his station to tourists on a main 


highway. 


cal W-P-B dealers shows that last 
year their gallonage ranged between 
13,000 and 16,000 gal. a month. 


Dealer Meetings—For the current 
year, Mr. Porter hopes to see higher 
TBA ratios and gasoline gallonage 
attained by his dealer outlets. First 
quarter reports show that both goals 
may be a reality by the end of the 
year. And he laid great stress, in a 
series of dealer meetings this spring, 
on ways his service station operators 
can sell more tires. 

At each meeting a film entitled 
“The Trouble With Potts,” was 
shown. In an ingenious and semi- 
humorous story, it tells of TBA sell- 
ing at the service station. 

How to get a bigger share of the 
truck tire market was also an im- 
portant meeting topic, and dealers 
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His TBA ratio is one of the highest in Kentucky 


were told about a new “3-year Serv- 
ice Guarantee” introduced this spring 
by Tire Sales Corp. on Hood tractor 
and farm implement tires. 

If all of these efforts bear fruit, 
those climbing TBA ratios may get a 
further boost through some truck 
and tractor business, a field which 
many service stations overlook. 


—By F.C.S. 


American Oil Budget Plan 


American Oil Co. now has a grad- 
uated budget plan for credit card 
holders. Tire and battery purchases 
of $15 or more can be spread over 
three months; $50 or more over four 
months; $76 or more over five 
months; and $100 or more over six 
months, 


Esso Budget Plan 


Esso Standard Oil dealers will get 
window posters in July promoting the 
company’s new budget plan for credit 
card holders. On tire and battery 
purchases between $20 and $50 the 
plan is the same as the 30-60-90 day 
terms offered by most oil companies 
in the United States. On sales of 
$50 or more Esso will now spread the 
payments over six months if a cus- 
tomer desires. 


Antifreeze Contest 


U. 8S. Industrial Chemicals Co. has 
opened a prize contest for dealers, 
distributors and their salesmen for 
the best set of reasons why motorists 
should buy U.S.I. permanent anti- 
freeze, and get it early. 


Tire Changer Drive 


Standard of Indiana is just fin- 
ishing a spring program of encour- 
aging dealers to acquire an Inger- 
soll-Rand Impactool for quick tire 
changing. During a_ three-month 
period dealers were given a credit 
of 50c for each Atlas tire warranty 
toward the purchase of one of the 
tools. 


Record Durability 


A U. 8S. Rubber battery has come 
to light in Pittsburgh which was in- 
stalled in August, 1942, and gave 
trouble-free service in the owner’s 
car until February, 1953, a total of 
10% years. 
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ere’s the newest product 
of Globe creative engineering... 


the Chromo-Plastic Battery its all new! 


T’S another result of Globe initiative 
and experience in pioneering ever in- 
creasing higher standards of battery per- 


formance, 


Whatever your application, there are 
many sizes and types to choose from. In 
addition special models are made to meet 
special needs, What’s more, there are 13 
Globe factories, strategically located near 


GLoBpe-UNION INC. 


MILWAUKEE 1, WISCONSIN 


your market. This offers you the advan- 
tages of low freight and fast service. 


Globe-built batteries — for original 
equipment manufacturers, for mass distri- 
bution under the trade name of GLOBE 
SPINNING POWER, plus a host of lead- 
ing private brands — are known the world 
over. Before you make any decision on 
your battery needs, check with Globe. 


Plants ot: ATLANTA, GA. @ BOSTON, MASS. ® CINCINNATI, OHIO © DALLAS, TEXAS @ 


EMPORIA, KANSAS ® HASTINGS-ON-HUDSON, N. Y 


+ © LOS ANGELES, CALIF. © MEMPHIS, Tenn. 


© MINERAL RIDGE, OHIO © OREGON CITY, ORE. © PHILADELPHIA, PA. © REIDSVILLE, N. C. 
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TBA TOPICS 


Perhaps there 
is the germ of a 
sales story for oil marketers to pre- 
sent to their service station dealers 
in an idea put forth by one of the 
battery men at the recent meeting 
of the Assn. of American ~ Battery 
Manufacturers. 


He thinks there will be more, 
rather than fewer, calls for emer- 
gency service from motorists whose 
batteries have failed on the road (or 
in the garage) unless dealers can 
somehow be encouraged to do a lot 
more battery testing than is now the 
custom. 





He bases his conclusion on what 
he considers a basic change in the 
amount of attention car owners of 
today bestow on their cars. In his 
view the many improvements made 
in automobiles have been one con- 


tributing factor in dulling the car - 


owner’s alertness to signs of trouble. 
For another, he calls attention to the 
inaccessibility of the parts in today’s 
cars, together with the much higher 
degree of skill required to make any 
mechanical adjustments. 


For all of these reasons he claims 
that motorists today are trusting 
more and more to the services of 
others to see that their cars are in 
good running condition. Service sta- 
tion dealers, on the other hand, do 
not fully understand this changed at- 
titude. They are still thinking of the 
era when motorists were more ac- 
customed to a state of constant 
watchfulness, 


Tires used to lose air faster than 
they do today; batteries had less ca- 
pacity, while generators and voltage 
regulators were often inadequate; 
lights used to burn out more often; 
fan belts wore out faster; spark plugs 
fouled up or cracked more frequent- 
ly. Many other things needed fre- 
quent attention so that the motorist 
of yesterday had to be on his toes, 
so to speak, if he hoped for continu- 
ous service from his car. 


Today’s cars are too good. The 
motorist is spoiled. He is out of 
the habit of watching over all the 
parts of his car that used to give 
him frequent trouble. Even the emer- 
gency road service is faster, better 
and more readily available. 


But that is no reason why a deal- 
er should let a customer get into a 


Motorist's Failure to Care for Car 
Opens Door to Sales Push by Dealer 


By Frank C. Sturtevant, TBA Editor 


situation where he has to have emer- 
gency service. A lot of dealers need 
to be told that the car owner today 
is only too happy to have someone 
take an interest in his car. Someone 
who can do the inspecting that he 
is no longer able or willing to do, 
and that he never liked anyway. 


The men who run service stations, 
like all retailers, suffer from con- 
tinuous exposure to the price resist- 
ance put up by their customers, In 
time, after spending some years in 
the business, the average dealer 
soaks up some of the customer’s 
point of view. Unconsciously he 
drifts into the belief that three- 
fourths of his customers are in finan- 
cial difficulties and just can’t pay 
for first line tires, or top-quality bat- 
teries, or 40c motor oil. 


First thing he knows he is agree- 
ing with a motorist who thinks he 
may save a dollar or two if he lets 
his spark plugs ride for another 5,000 
or 10,000 miles, or runs on his smooth 
tires a couple of months longer, so 
as to get another 50c worth of wear 
out of them. 


One aspect of the service station 
business can’t help but lead a dealer 
into a sympathetic feeling for his 
customers, Much of a dealer’s sell- 
ing is indirect. The gasoline cus- 
tomer at the pump island doesn’t 
need a sales talk. He has already 
been sold on the idea of coming into 
that particular station to buy some 
gasoline. 


Dealers have learned well that the 
amount’ of friendly, cheerful spirit 
they put into pump island transac- 
tions determines how many custom- 
ers will keep on coming. So they 
concentrate on being friendly and 
agreeable. It becomes automatic for 
them to agree with a customer who 
says the $11.95 tire will do. 


As a matter of fact, dealers do 
get on friendly terms with many of 
their customers if for no other reason 
than that they see them often. In 
the average station a majority of 
the customers will not be in the high 
income brackets. They can’t be be- 
cause automobile ownership is spread 
over all income levels. The average 
dealer gets to know a lot of people 
for whom car upkeep seems to be 


a continual financial problem. He 
thinks they need the money to buy 
shoes, perhaps, for the little ones at 
home. 


So the helpful service station deal- 
er joins with the car owner in a 
conspiracy of delusion and false econ- 
omy. But what does the car owner 
do with the money he thinks he has 
“saved” by ill-advised short cuts at 
the service station? Does he buy 
shoes? Well, he does buy some 
shoes. The annual shoe bill, accord- 
ing to government reports, runs to 
a billion and half dollars. 


But it is a curious and important 
fact that the American public spends 
more money on so-called non-essen- 
tial luxuries each year, than on shoes 
and service stations put together. 


There is no intention here of crit- 
icizing these other lines of business. 
It is still a reasonably free country, 
and it is right and proper that the 
consumer should have a free choice 
to buy what he pleases. But every 
retailer has to reckon with the fact 
that every other retailer is his com- 
petitor, no matter what he sells. 


Has the average service station 
operator ever considered how many 
non-gasoline competitors are after 
that dollar he is heiping his customer 
not to spend on his-car? How they 
are telling the customer every hour 
of the day that he will get more fun 
or benefit out of what they have to 
sell than out of his automobile? 


Not in so many words, but just by 
bringing their goods or services to 
his attention. Mr. Customer’s wife, 
for example, would far rather have 
a new wrist watch than a good set 
of tires. Or thinks she would, at 
any rate. The jeweler tries hard to 
make her think so. But lots of serv- 
ice station dealers, when Mr. Cus- 
tomer looks pained at the price of 
first line tires, are too ready to think 
the poor guy is broke. 


What the dealer needs to do is to 
ignore customer statements about 
what they “can’t afford.” Anybody 
who- drives a car “can afford” good 
tires, or an adequate battery; he 
“can afford” to junk his spark plugs 
at 10,000 miles; he “can afford” reg- 
ular 1,000 mile oil change and lu- 
brication, too, and all of the other 
useful goods and services which pro- 
tect the condition of his car. 


This business of buying decisions 
apparently based on what the buyer 
says he can or cannot “afford” is just 
a lot of camouflage. What the buy- 
er really means is that he would 
rather spend his money on something 
else. And he will, too, unless the 
would-be seller paints a glowing 
enough picture. 
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---f0 sell batteries with 


U.S. Peerless Rubber Separators 


No customer can afford to ignore these 
selling points about U. S. Peerless Sepa- 
rators: 

Plates can never break through—be- 
cause these separators have superior 
mechanical strength. 

Higher porosity allows faster circula- 
tion of acid, permits up to. 20% faster 
cranking speed. 

Unaffected by overcharging, heat, bat- 
tery acid or plate pressures. 

Low electrical resistance means lower 
operating cost since minimum charge 
currents are required. This means im- 





proved starting performance in cold 
weather, delivering up to 10% more 
power when needed most. In hot weather, 
Peerless gives extra protection. 

More mileage per battery dollar. Cost 
per month is far less for Peerless-insu- 
lated batteries than for batteries insulated 
with ordinary separators. 

The better the separator, the better the 
battery. Use the coupon to send for your 
free, informative booklet describing the 
physical, electrical, chemical and per- 
formance characteristics of U. S. Peer- 
less Rubber Separators. 


------------} 


Battery 
United States Rubber Company 
Rockefeller Center, N. Y. 20, N. Y. 


Gentiemen: 
Please send me my free copy of book- 
let on U.S. Peerless Rubber Separators. 


Name 


Cc 








—" 
fF 


City 








Zone_____ Sta 


Rockefeller Center, New York 20, N. Y. 


UNITED STATES RUBBER COMPANY 


Electrical Wire and Cable Department 








MERCHANDISE DISPLAYS tailored to needs and space of individual service station are scientifically planned on the basis of 


TIRES-BATTERIES-ACCESSORIES 


consumer buying habit to get the utmost from customer's TBA dollar 


Planning Takes Guesswork Out. of Display 


Trends in service station mer- 
chandise display, both theory and 
practice, were discussed at the Mid- 
west Oil Industry TBA meeting held 
at Louisville, Ky, May 14-15. Fol- 
lowing are extracts from a talk given 
by J. Rogers Flannery, Jr., of Fian- 
nery & Associates, Inc., display de- 
signers of Pittsburgh. 


By J. ROGERS FLANNERY, Jr. 


Twenty years ago, the average re- 
tailer never thought of merchandising 
as a science. A great many of his 
operations were on a_ hit-or-miss 
basis. Hunches, intuitions, personal 
preferences, and, of course, memory 


of past experience were the yard- 
sticks for day-to-day decisions. 


What goods to buy, and when to 
buy them? How much to buy and 
when, where, and how to display 
them? The retailer thought in terms 
of square feet of floor area. If you 
had mentioned square inches of table 
top area, he would have thought you 
were crazy. 


During the past 20 years, tre- 
mendous sums have been spent by the 
large retail chains to take the guess- 
work out of retailing, and to develop 
retailing and merchandising into a 
science. During this time, the custo- 
mer has literally been put under a 
microscope and his behavior noted 


to find out what influences his buy- 
ing habits. 


We have learned that 87.5% of 
the impulse to buy is created by the 
sense of sight. Consequently, the ef- 
fects of color, light, proper display, 
fixture, package and product de- 
sign were seen to be of extreme im- 
portance in influencing the custo- 
mer’s impulse to buy. A systematic 
study of the buying habits and sen- 
sory reactions of the purchaser to 
given sets of circumstances and 
atmosphere resulted in a general law 
of merchandising. 


We heve discovered that successful 
merchandising at the retail level is 
not the application of any one rule 
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or factor affecting the impulse to 
buy, but rather the application of all 
of the known rules affecting the im- 
pulse to buy. 


TBA’s Role—We must always bear 
in mind that the first and basic pur- 
pose for existence of the service sta- 
tion is the sale of petroleum prod- 
ucts. It’s the function that brings 
traffic into the station. While TBA 
must take a secondary place in the 
over-all sales function of the indus- 
try, it is becoming increasingly im- 
portant in its contribution to the 
over-all profit and sales picture. 

The selling of TBA in service sta- 
tions has been done pretty much on 
a hit-or-miss basis. Dealers who 
have been successful in selling the 
larger dollar volume of TBA have 
had to do it the hard way. The 
bulk of their sales has resulted from 
the impact of their own personalities 
on the customer, and the active push- 
ing, plugging and selling of the items 
at the pump island or in the lubri- 
torium. 


Sales Effort Needed—By far the 
largest percentage of dealers, how- 
ever, do not put forward enough ef- 
fort to do an active selling job in 
these same spots, because of the 
trouble or time involved. Sales, 
naturally enough, suffer. It is this 
factor which has caused 30% of the 
dealers to do 70% of the dollar vol- 
ume in TBA. 

A salesroom merchandising and 
modernization program offers many 
fringe benefits in addition to its con- 
tribution to profits and sales. As 
a matter of fact, the fringe benefits 
are considered of equal importance 
by some of the larger companies. 


Company Benefits—Here, for in- 
stance, are what some oil companies 
feel are their advantages: 

1. Increases profit through greater 
sales of TBA. 

2. Increases sale of gasoline and oil 
products. 

3. Maintains real estate on a profit- 
able basis. 

4. Helps increase profits of dealers. 

5. Builds defense against cut-throat 
competition. 


Dealer Benefits—The advantages 
to the dealer in such a program are: 

1. Larger profit through increased 
sales of TBA. 

2. Increased gasoline and oil sales. 

3. Greater eye appeal for stations. 

4. Drop in normal profit offset dur- 
ing periods of shortages and price 
wars. 

5. Better customer service. 


Should Make Survey—Before any 
program can be properly set up for 
an oil company, a certain amount of 
preliminary research is necessary to 
determine: 

—tThe lines of merchandise present- 
ly being handled by the company, and 
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It's good business to do 
business with Thermoid! 
May we tell you why ? 


product...top quality 
program...complete 
policy...sound 
price...right 

your profit... substantial 


hermol 


Thermoid Company 
Special Sales Division 
Trenton, New Jersey 
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“Tve cashed in on the 
FORGOTTEN SERVICE 
with my Schrader Gauge’ 


' 


And you can do as well 
with Certified Air Service 


William F. Knight, owner of Knight's Service Station 

Burr Rd. & Military Highway, San Antonio, Texas says: 

“I’ve used Schrader Products since 1918. I’ve 

learned that they have a longer life, are more 

dependable, and are widely received by the public. 

In turn, I’ve put this knowledge to good use and have 

‘cashed in’ on the Schrader Air Service Plan with my customers.” 


You, too, can use your Schrader Gauge like an oil dipstick and 
follow the 3 and 5 pound heat build-up formula when inflating 
tires. With this plan for regular, certified gauging, you can in- 
crease your tube repairs, new tire sales . . . in fact, all your TBA 
business .. . with ‘steadier’ customers. Four simple steps in Man- 
ual A-200 show you how. Write for your copy, today. And, use 
genuine Schrader Products to certify your air service. 


A. SCHRADER’S SON 
Division of Scovill Manufacturing Company, Incorporated 
470 Vanderbilt Avenue, Brooklyn 38, N. Y. 





FIRST NAME IN TIRE VALVES 





REG. US PAT OFF. 





FOR ORIGINAL EQUIPMENT AND REPLACEMENT 
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their policy with regard to additional 
items which might be added to the 
line. 

—A survey of the types of service 
stations and proposed new building 
plans. 

—-The preparation of fixture design 
and standard color and lighting plans. 

After this preliminary work has 
been completed, we can then put a 
program into operation. The first 
step is the filling out of a question- 
naire. The oil company representa- 
tive or dealer fills out this form, giv- 
ing the size of the salesroom, where 
window and door openings are, in- 
terior obstructions, merchandise to be 
sold, type of location and neighbor- 
hood. 

When we have obtained this infor- 
mation from the dealer, including 
lines of merchandise he is ‘planning 
to carry, approximate dollar volume 
he is doing today, and total gasoline 
gallonage, we are in a position to 
judge in what quantities he should 
stock the merchandise to be sold in 
the station. These quantities will ob- 
tain a maximum turnover and limit 
his inventory to a reasonable amount. 


Display Guide—Each classification 
of merchandise sold by any one com- 
pany is set up for ideal display on 
table tops and walls in various sizes 
and assortments. These units are 
photographed and used as a guide 
in the Merchandise Manual which 
is given to the dealer at the time his 
fixtures are insgalled. The Mer- 
chandise Manual is the Sales and 
Space Guide used by the dealer in 
setting up his station originally, and 
in following through with various 
promotional events during the year. 
This Merchandise Arrangement and 
Display Manual shows: 

1. General layouts for fixtures. 

2. Merchandise required. 

3. Hardware and glass required. 

4. How to prepare merchandise for 
display. 

5. How to arrange the merchandise 
displays. 

6. How to maintain the salesroom. 

It shows that you use the same 
line of reasoning in merchandising a 
table top as you would in purchas- 
ing a piece of property. Generally 
speaking, a corner location costs 
more than one in the middle of the 
block. With this knowledge then, 
what are the items which should be 
given preference, and what should 
your guide be in setting up and dis- 
playing this table top? Here are the 
rules you should follow: 

1. The item that should be placed 
in the No. 1 position on a table top 
is the item that gives the station the 
greatest dollar volume and total dol- 
lar profit within that classification of 
merchandise. 

2. The next item in importance is 
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the item that gives the greatest 
total dollar profit within that classi- 
fication of merchandise. It’s quite 
possible that the item which brings 
in the greatest total dollar sales may 
not be the item which gives the 
greatest total dollar profit. We are 
not talking about per cent markup 
but total dollar profits. 


3. The next item we must consider, 
which is also of prime importance, is 
the item which has the highest fre- 
quency of sale. It is possible that 
this item which gives us the highest 
frequency of sale is also the greatest 
total dollar volume item, and also 
might be the total dollar profit item. 

But in many cases, it might be an 
item that retails for 15c or 19c, and 
we know from our records that more 
people come to this particular table 
and purchase this item than any oth- 
er item on that table. 

Therefore, because of its traffic- 
producing qualities, we know that 
item should be featured, and can 
afford to pay the rent on a select 
position on that table. It can, again 
depending upon its dollar profit, be 
featured in the No. 1 spot or be 
used in the No. 2 or No. 3 spot to 
attract attention to other higher total 
dollar profit and volume items on 
the table. 


Salesroom Planning—Our next step 
is the preparation of a salesroom 
plan. This plan consists of the fol- 
lowing: 

1. Floor plan. 

2. Light plan. 

3. Color suggestions for walls, ceil- 
ings, doors, etc. 

4. An itemized list of the equip- 
ment necessary to fixturize the en- 
tire station according to plan. 

5. A suggested merchandise list. 

Based on a very minimum of four 
complete turnovers a year, the sug- 
gested merchandise list indicates the 
quantities which the dealer should 
have on hand as an opening stock. 

On the floor plan, we show the 
location of each individual type of 
fixture, and what classifications of 
merchandise should be displayed on 
each unit. 


Timely Displays — Seasonal mer- 
chandise or merchandise of a pro- 
motional nature is placed on the table 
subjected to the greatest amount of 
traffic, so this unit is used primarily 
for promotional or seasonal mer- 
chandise. 

Another table directly in front of 
the salesroom itself holds the acces- 
sory group. The accessory group is 
merchandisé of greater impulse 
nature than most other merchandise 
contained in the station, so it, con- 
sequently, is placed near the front 
to attract attention from the exterior 
of the salesroom. Merchandise fall- 
ing in the classification of mainte- 


nance is placed against the wall, be- 
cause basically it is demand mer- 
chandise, and is not something that 
is purchased on impulse. 

This type of program ... has 
proved eminently successful. It has 
meant—more sales . . . more profits 


. . +. more gasoline and oil sold... 
better all-around dealers. 


Small Space Display 


A display fixture which uses two 
sq. ft. of floor space has been de- 
signed by the Yankee Metal Prod- 
ucts Corp. of Norwalk, Conn., for 
exhibiting the company’s line of mir- 
rors, stop lights and turn indicators. 


Maintenance Manual Out 


Electric Auto-Lite Co. has on sale 
fourth edition of its 178-page Main- 
tenance and Operation Manual, cov- 
ering all phases of automotive elec- 
trical systems. For the first time it 
includes information about some of 
the new 12-volt systems. A com- 
panion Specification Book, formerly 
included with the manual, is now pub- 
lished separately. 


Other new items put on the mar- 
ket by Auto-Lite include: 

Three emergency repair kits, for 
tractor, marine and auto engines, 
containing condenser, coil and point 
replacements, for making quick re- 
pairs in case of ignition failure. 

A counter display for the new Neo- 
Sheath spark plug wire set. 

A cross reference chart showing 
the principal suppliers of wire and 
cable, and the nearest equivalents 
to their various types of products. 

At the same time Auto-Lite is 
doubling the size of its staff of field 
engineers, who assist dealers and 
company salesmen on service prob- 
lems or other situations calling for 
technical advice, 
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TBA TRUCK in foreground is Distributor Stan Pulliam’s answer to “pie wagons” and weak TBA sales. 
his three other trucks for hauling gasoline and heating oil. 


By the loading racks are 


Drivers, left to right; are: Ernie Feroglia, TBA driver-salesman: 
General Jones, George Seaman and R. M. Markham 


Marketer Mobilizes for All-Out TBA Offensive 


By FRANK BREESE 
NPN Staff Writer 


“I should either be in TBA right 
or get completely out of it.” 

That is the conviction of Stanford 
E. Pulliam, Tacoma, Wash., commis- 
sion distributor for the Signal Oil Co. 
So, he bought his own TBA truck, 
equipped it to begin service this 
month, and his Tacoma Petroleum 
Co. is going into direct competition 
with the “pie wagons.” 

This concentrated selling program 
will be tried out for a year, then Mr. 
Pulliam will decide whether the ex- 
periment has justified his staying in 
TBA or demonstrated he should with- 
draw from it entirely. 

To further insure an all-out effort, 
Mr. Pulliam has assigned a full-time, 
driver-salesman to the mobile TBA 
“store on wheels.” 


A veteran of 21 years in petroleum 
marketing, Mr. Pulliam is a relative 
newcomer in Tacoma where he took 
over the distributorship three years 
ago. 

His remarks about TBA are per- 
tinent because he is confronted with 
a problem many consignees face. His 
approach is significant because his 
record attests to aggressive selling 
performance: His volume has doubled 
since he took over, he reported. 


“Our operation has moved ahead 
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steadily,” said Mr. Pulliam. “But 
the one place we believe we are 
weak is in TBA. We have a com- 
plete line of TBA but we have just 
gone along with it, Some business 
comes in, but not much voluntarily. 

“Now we're in the process of cor- 
recting that situation by putting a 
man on to solicit TBA business. 

“The ‘pie wagons’ get much of the 
buciness because they call on the 
dealers regularly, offer merchandise 
at low cost and supply a wide range 
of items. 

“They are a source of irritation for 
a distributor because you see these 
parts wagons taking business away 
from the companies that are keeping 
the dealers in business. The ‘pie 
wagons’ try to make the dealers feel 
that the companies are gouging them 
and that the dealers should give their 
business to outsiders because they'll 
get a better deal. 

“This will be a showdown period 
as far as we're concerned. A year 
from now, I'll know whether TBA is 
a good thing.” 


Offers Full Line—-The truck, a ton- 
and-a-half Dodge, will carry automo- 
tive accessories. However, Mr, Pul- 
liam stocks a regular line of tires, 
tubes and batteries, and the salesman 
will solicit that kind of business at 
the same time. 

Mr. Pulliam’s marketing area cov- 


ers metropolitan Tgcoma to a point 
about five miles below the city limits. 
Tacoma, an industrial city of 145,000 
population, lies at the lower end of 
Puget Sound, 35 miles south of 
Seattle. 

Three military installations are in- 
cluded in the marketing area: Fort 
Lewis, Mt. Rainier Ordnance Depot 
and McChord Air Force Base. This 
business is on an annual bid basis, 
and Mr. Pulliam reports that he 
hasn’t got any of it yet. But he 
does do some business with Tacoma 
city and a few Pierce County depart- 
ments. 

Reseller accounts are 80% of his 
business and 20% are commercial 
and industrial accounts. Agriculture 
is light in that. area and doesn’t fig- 
ure in Mr. Pulliam’s market. 

When Stan took over, gasoline vol- 
ume was 90,000 gal. a month. He 
has pulled it up to 150,000 gal. a 
month and just received commit- 
ments for three more accounts that 
would add another 50,000 to 65,000 
gal. a month. That would put him 
over 200,000 gal. a month which he 
said has been his goal since 1950. 

His lubricating oil volume averages 
2,200 gal. a month. Heating oil vol- 
ume which now hits 90,000 gal. a 
month for six months, was 50,000 
gal. a month when he took over. 

In the off-season, that volume 
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Have you checked Prest-0-Lite? 

This nationally advertised line 

offers a complete profit-packed 

program designed to meet your 
TBA requirements. 


PREST-O-LITE BATTERY COMPANY, INC., TOLEDO 1, OHIO 
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ELECTRIC HOIST in Tacoma Petroleum Co.’s warehouse eases drum handling for General Jones, tank truck driver. 
is Stan Pulliam, consignee who doubled his volume in the three years he has operated the distributorship 


drops to 30,000 gal. a month, mostly 
Diesel fuel, said Mr. Pulliam. Kero- 
sines and solvents account for 400 
gal. a month and greases, about 1,500 
Ibs. 

How did Stan go about doubling 
his business? 


Mostly Work — He listed several 
points, among them an old device: 
“I beat the bushes,” said the Tacoma 
consignee, “and it’s been a lot of 
hard work.” 

Other things which he said con- 
tributed to success included: 

—“Giving the best possible service 
so customers would stay with us. 

—‘Stressing the fact that we have 
a good standard line of products, We 
haven’t had anything special, like 
prices. 

——“Employes have been helpful in 
trying to promote business. 


—“Going out after commercial ac-_ 


counts. 


—‘Support from the supplier com- 
pany has been good.” 

Mr. Pulliam said he started with 
eight reseller accounts and two or 
three commercial accounts. Today 
he supplies 16 resale-outlets and has 
29 sommercial and industrial ac- 
counts. 

Since he began, Stan figures he 
has been putting in 12 hours a day, 
between eight or nine hours at the 
plant or selling and the rest on paper 
work at home. 
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Profit Sharing — Mr. Pulliam at- 
taches considerable importance to his 
employe relations program featuring 
a bonus plan. He said he developed 
a profit-sharing plan shortly after 
taking over the distributorship. 


Profit-sharing serves as a stimulus, 
he said. “I have two important 
reasons for it,” he said, “First, the 
employes deserve it. Second, it en- 
ables us to keep good employes with 
us.” 


Originally there were two em- 
ployes, both of whom are still work- 
ing for the Tacoma Petroleum Co. 
Now there are five: four drivers and 
a bookkeeper-clerk, 


Drivers are paid better than scale, 
earning $5,100 a year plus bonus, 
said Mr. Pulliam. 


Tacoma Petroleum Co. has four 
trucks (2,000-gal. semitrailer; 1,350- 
gal. tank truck; 850-gal. and a 1%- 
ton package truck), an office, ware- 
house, garage and loading rack. 


Since Signal Oil Co. is a division 
of Standard of California, the latter 
is the source of products, although 
the marketing departments function 
independently. For its supply, Ta- 
coma Petroleum draws on the near- 
by Standard bulk plant. 


Stan plans to replace his semi- 
trailer with a 3,500-gal. semi-trailer. 
Besides that, he is thinking of add- 
ing a 2,200-gal. tarfk truck, which 


At right 


will mean taking on another driver. 
The additional capacity will enable 
him to keep up with the growing 
volume. And the larger semi-trailer 
will give more flexibility in dispatch- 
ing and delivery. 


The semi-trailer is used exclusive- 
ly for gasoline deliveries and almost 
exclusively for distribution to resell- 
er accounts. The two solo rigs are 
used for heating oil deliveries in the 
winter. 


The new 2,200-gal. tank truck will 
be used for gasoline and Diesel fuel 
distribution both to reseller and com- 
mercial accounts in the summer and 
in the winter it will go on a heating 
oil run. 


Serves Multipump — Of Mr. Pul- 
liam’s 16 reseller accounts, five are 
owned by Signal, five are dealer-own- 
er and six are lease-sublease ar- 
rangements. One is a multipump 
unit (four islands with eight pumps). 


Competition is extremely intense in 
his area, Mr. Pulliam said. “The 
Seattle office told me it’s the hottest 
spot in the Pacific Northwest,” he 
stated. 


Except for heating oil, the major 
suppliers distribute petroleum prod- 
ucts through company-operated bulk 
plants. Heating oils are handled by 
jobbers and consignees. 


Asked if prospects favor him be- 
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cause he is an independent business- 
man competing against big com- 
panies, Mr. Pulliam replied, “That is 
not a factor in reseller deals, but it 
is a big factor in soliciting commer- 
cial accounts. In fact, it can become 
a deciding factor.” 

He cited a recent case of a pros- 
pect with 15,000 gal. a month re- 
quirements who chose Mr. Pulliam, 
everything else being equal, because 
he was an independent wholesale dis- 
tributor. 


Hard Beginning —- The first year 
was rough, said Mr. Pulliam, be- 
cause he was a newcomer in Ta- 
coma, and it took a while to become 
established. That entailed cultivat- 
ing contacts in a large city where 
he was unknown. 

He has been careful to screen out 
business so he would get customers 
with good credit standing, said Mr. 
Pulliam. That has been a problem 
in the heating oil field, but is nec- 
essary in order to keep collections 
in hand, he says, 

Supplier support which has helped 
him develop his business, said Mr. 
Pulliam, included “an aggressive sell- 
ing campaign, backed up with beau- 
tiful advertising, and a concentrated 
program of upgrading stations, mak- 
ing a much better appearance in the 
trade.” 


“You never can sell those things 
short,” he commented. “It makes 
for better consumer acceptance and 
better prestige with the commercial 
people you’re dealing with.” 


Expansion Ahead—Tacoma Petro- 
leum is nearing the time when phys- 
ical facilities will have to be expand- 


Stan’s education was cut short by 
his father’s death. He took over his 
father’s business and that was ended 
two years later by the Depression. 
“We went under like small businesses 
did then,” he said. 

In 1932, Stan went to work for 
Standard of California as a clerk. 
His first exposure to the oil busi- 
ness had been in 1925 when, at 15, 
he worked as an air and water boy 
at Standard stations. 

From clerk, he went to junior 
salesman, then moved through vari- 


ous stages of marketing. In 1945 
he was named branch manager in 
Montana. After two years, he re- 
signed to become general manager 
for Glacier Distributors, a large job- 
ber handling Union Oil products. In 
March, 1950, he stepped into the Ta- 
coma distributorship. 

Mr. Pulliam engages in civic af- 
fairs, such as Community Chest and 
the Boy Scout Council, and belongs 
to the Masonic order and Elks. He 
ie married and has two sons—Stan- 
ford, 13, and David, 11. 
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The modern motor car has more lamps 
than a Christmas tree—offering you 18 
or more chances for replacement sales. 
The total lamp replacement business in 
the U. S. is $72 million a year. Pluck 
your share of this swell crop of dol- 
lars by watching every car for lamp 
needs. 


ed. The 45 x 20 ft. warehouse is 
becoming cramped and the trucks 
have outgrown the garage. Stan has 
that down as one of the things to 
do next in keeping up with his boom- 
ing business. 

A feature in his warehouse is an 
electric hoist attached to a sliding 
rail in the ceiling. It facilitates lift- 
ing 437-lb. drums to and from trucks. 

In one corner of the warehouse are 
six motor oil compartments, each 
with 135-gal. capacity. Oil is pumped 
from the drums into the compart- 
ments and poured from them into 
buckets. 

A home-made feature is an out- 
moded soft-drink dispensing machine 
which has been converted into a 
handy basin for cleaning oil cans. 

And who is this man Stan? 

He was born Feb. 1, 1910, in 
Tiburon, Calif., is the son of a one- 
time Standard of California market- 
ing executive, E. C, Pulliam. Young 
Stan was reared in the Bay area and 
went to San Mateo Junior College 
two years. Meanwhile, his father 
had started his own heating business. 


TUNG-SOL makes: A//-G/ass 
Sealed Beam Lamps, Miniature 
Lamps, Signal Flashers, Picture 
Tubes, Radio, TV and Special 
Purpose Electron Tubes and 
Semiconductor Products. 
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TUNG-SOL ELECTRIC INC., NEWARK 4, N. J. 


Sales Offices: Atlonta, Chicago, Culver City (Los . Denver, . 
; 9°, Angeles), Dallas, Detroit, Nework, 
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IN BOTTLE, 


Lay 


It opens the door 
fo increased sales 


The familiar red cooler for Coca-Cola does two big jobs 
for the service station operator. It brings people in... 
and it gets them out of their cars. 4 of 5 customers for 
Coke get out of their cars. 





So, put your cooler OUT FRONT—where people can 
see it, and let it help you increase traffic and increase 
your opportunity to sell all the items you carry. You'll 
make more money both ways. 














I'll be glad to help you take full 
advantage of Coca-Cola as a sales 
and traffic builder. You see, we 
checked what 15,597 customers 
did at service stations. We have some answers 
that will answer your need for more business. 


Your Qoen- Ola altima 


“COKE” IS A REGISTERED TRADE-MARK 
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New Ohio Oil TBA Man 


C, H. Caldwell 
is the new Good- 
rich liaison man 
on the Ohio Oil 
Co. TBA pro- 
gram. Ohio Oil 
recently switched 
over to a com- 
mission override 
plan under which 
Goodrich will 
make available to 
all Ohio Oil deal- 
ers a complete 
line of TBA mer- 
line of TBA. 


Mr. Caldwell 


New Division Head 


L. B. O'Lough- 
lin is the new 
sales manager of 
the Spark Plug 
division of Elec- 
tric Auto - Lite. 
His division, for- 
merly the mer- 
chandising divi- 
sion, has charge 
of replacement 
sales of spark 
plugs, wire, cable 
and Bull's Eye 
Sealed Beam 
units. 

He succeeds H. R. Butts, who is 
leaving Auto-Lite to assume the 
presidency of the Joe Franklin Myers 
Industries of Dallas, Tex. 


Mr. O’ Loughlin 


U. S. Rubber Appointment 


Ronald R. Menti has been ap- 
pointed assistant to H. Gordon Smith, 
executive vice president of U. S. Rub- 
ber Co. He was formerly supervisor 
of employe relations for the com- 
pany’s textile division. 


Changes at Esso 


At Esso’s North Carolina division 
office in Charlotte, R. M. Brawley 
has been named TBA manager, suc- 
ceeding Ben Allen, who has been ap- 
pointed marketing assistant. 


Prest-O-Lite Moves 


Prest-O-Lite Battery Co. has 
moved its West Coast division sales 
office from Oakland, Cal., to Para- 
mount, Cal., in the Los Angeles area. 
Curt Young will continue as division- 
al sales manager in charge of a 14- 
state area. Divisional sales head- 
quarters of the parent company, 
Electric Auto-Lite, will remain in 
Oakland. 
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Canadian TBA Men Meet in Toronto 


LOCAL TBA MEN were present in numbers at the Canadian TBA Conference. Left 

to right: H. A. Rogers, and R. L. Warren, Supertest Petroleum Corp., Toronto Div.; 

Vernon Kelter, Trico Products Corp., Toronto; and J. R. McLean, Autolite Batteries 
of Canada, Ltd., Toronto 


DISTANT VISITOR is welcomed at the Toronto TBA Conference, left to right: 
Harold Jeffery, Bell Chemicals, Ltd., Toronto, and Al Meades, Sun Oil Co., Led., 
greet G. M. Hechter, Radio Oil Refineries, Winnipeg 





New Goodrich Outlet 


Goodrich has started construction 
of a 200,000 sq.-ft. distribution center 
on the outskirts of Columbus, Ohio. 
It will stock tires, industrial prod- 
ucts, toys, auto and home supplies 
and Koroseal products, and will pro- 
vide overnight service to parts of 
Pennsylvania, Ohio, West Virginia, 
Kentucky, Indiana and Michigan. It 
is the 12th and largest in a series of 
distribution centers built by Goodrich 
in the past three years. Another is 
now being built at Los Angeles. 


Sales Office Moved 


The Electric Storage Battery Co. 
has moved its Philadelphia branch 
gales office from 17th and Indiana 
Ave., to the Wilford Building, 101 N. 


33rd St. as part of the company’s 
expansion program. The branch 
serves the industrial and automotive 
battery requirements of eastern Penn- 
sylvania, southern New Jersey, Dela- 
ware, and the eastern shore of Mary- 
land. 


New Windshield Visor 


A one-piece strip of green-tinted 
transparent plastic constitutes the 
Sight-Saver windshield visors being 
marketed by States Development & 
Manufacturing Co., 11 W. Cullerton 
St., Chicago 16, Ill. It is claimed 
that the material will not peel, crack, 
tear or fade; that it adheres readily 
to the windshield without the use 
of tools or glue; and that it can be 
removed at will without harm to the 
glass. 


79 
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Brand New Battery Plant... 


ona amwm 


Open House 


The doors were opened wide for oil-TBA men at the 
June 11 open house at Gould-National’s new battery 
plant in St. Paul (top picture). Examining grid-casting 
machine in center picture are (left to right): E. G. 
Hirleman, Cities Service; W. R. Chamberlain, Socony; 
N. R. Farsje, Gould-National; C. W. Henking, Pure Oil; 
L. B. Sloneker, Phillips Petroleum; W. J. Robertson, 
Gould-National; and A. D. Ocetjen, Indiana Standard. 
Bottom picture shows Don Wigman, Pure Oil (left), dis- 
cussing new plant with H. J. McKay, Gould-National. 
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TBA NEWS 


Jack Hall lands 
the BIG ONES! 


Hood Line Plus Experience Help 
TBA Manager of Douglas Oil 


Build Enviable Sales Record 


In his leisure time, Jack Hall enjoys 


deep-sea fishing and landing the “big 
ones.” And he finds the same pleasure 
in his work, because Douglas Oil lands 
big TBA sales on the West Coast. 

Douglas Oil Company has attained 
an enviable position among independ- 
ent petroleum marketers — reaching 
the public through more than 500 
dealers in California and Arizona — 
and has done a noteworthy TBA mer- 
chandising job. 


Credit for a large share of Douglas 
Oil's success in TBA marketing belongs 
to Jack Hall, TBA Sales Manager. 
More than 22 years of experience in 
marketing of tires and automotive sup- 
plies has helped him establish new 
sales records at Douglas. 

For 12 years, Mr. Hall worked for a 
major rubber company, serving on the 
West Coast in such important sales 
capacities as Service Manager, Terri- 
tory Representative and Store Manager. 
He joined the Marketing Department 
of Douglas Oil in 1945, and was ap- 


pointed to his present position in 1947. ~ 


“Success in TBA merchandising de- 
mands first of all a quality line of mer- 
chandise,” Mr. Hall claims. “No oil 
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Jack Hall, Manager of TBA Sales for Douglas Oil Company, Los Angeles, 
is an ardent deep-sea fisherman and spends most of his leisure time landing 
“big ones” off Catalina Island. He lives with his family in San Pedro, the 
principal fishing port in Southern California. 


company can afford to risk the reputa- 
tion of its petroleum products by offer- 
ing an inferior TBA line. The Hood 
Rubber Company, our TBA supplier, 
gives us top-quality tires built to give 
exceptional service. This quality line 
helps us gain satisfied customers and 
build repeat sales. In addition, Hood 
has cooperated fully in helping us set 
up a sound sales program. Hood mar- 
keting and advertising plans have been 
tailored to our special needs, 

“One difficult problem which faces 
every oil company is the constant turn- 
over of service station personnel,” says 
Mr. Hall. “Hood’s up-to-date sales 
training program complete with dra- 
matic visual aids, has helped us keep 
retail sales people properly trained, re- 
sulting in more sales for our dealers 
and our company. Hood’s cooperation 
has proved invaluable, and has played 
a Major part in the continuing success 
and growth of Douglas Oil.” 

Complete Program. Many oil 
companies such as Douglas Oil have 
discovered the value of Hood merchan- 
dising assistance in expanding their 
TBA sales and profits.- Traffic-building 
seasonal promotions, year-round adver- 
tising and consistent sales training pro- 


grams are only a part of the assistance 
rendered by Hood. 


Protected Territory. Hood offers 
oil companies and distributors an ex- 
clusive tire line on a protected terri- 
tory basis. This combines the advan- 
tages of private brands with the public 
recognition and acceptance that goes 
with the 59-year-old Hood name. Hood 
offers a complete line of passenger car, 
truck and farm tires . . . backed by the 
tire industry's foremost research and 
manufacturing facilities. 








~ J-- 


Oil Company Division, Akron, Ohio 
A Division of The B. F. Goodrich Company 


Please send as complete details on Hood's 
tailor-made tire program for oil companies. 
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BATTERY PANEL discussed 12-volt problems at Assn. of American Battery Manufacturers merchandising meeting June 3, in 

Montreal, Quebec. Left to right are: R. C. Rudisill, Socony-Vacuum Oil Co., New York, moderator; Charles Mohnen, Heyer In- 

dustries, Inc., Belleville, N. J.; Thomas L. Kendall, Delco Battery Operations, Muncie, Ind.; A. D. Ocetjen, Standard of Indiana, 
Chicago; and J. Turner Moore, Reading Batteries, Inc., Reading, Pa. 


12-Volt Batteries—TBA’'s Problem Child 


This year will see about 700,000 
automobiles on the road equipped 
with 12-volt batteries. They will ac- 
count for about 2% of the battery 
recharging to be done by service sta- 
tions next year. 


These predictions were part of an 
appraical of the 12-volt battery situa- 
tion by a panel of experts at the 
merchandising session of the Assn. of 
American Battery Manufacturers 
held in Quebec, Canada, June 3. 

Other conclusions reached by the 
panel included: 


—The easiest way for a dealer to 
recharge a 12-volt battery, without 
buying new equipment, is by the con- 
stant potential method, using his 
present slow-charger. But he will 
need a 12-volt rental battery to loan 
his customer-during the process. 

—Fast charging, the most common 
method up to now, cannot easily be 
done without special equipment. 


TALKING IT OVER at the AABM session, Jeft to right, are: Walter Anderson, Equipment manufacturers will be 

vice-president, Globe-Union, Inc., Milwaukee, and AABM merchandising section ‘W° years catching up with the de- 

chairman; Verne L. Smithers, AABM commissioner, Akron, Ohio; and Lyle Drown, mand for 12-volt fast chargers. 
United Motor Service, Detroit, acting chairman, AABM publicity committee Recharge Problems—Many battery 
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and equipment men at the meeting 
seemed to feel that the recharging 
problem will not be urgent for some 
time to come. But others took the 
opposite view. 


Panel moderator R. C. Rudisill, 
Socony-Vacuum, put this question to 
the group: “What is the 12-volt 
owner to do in an emergency?” 
Nobody expects the car owner to 
send his battery back to the factory 
for a recharge, he said, adding that 
service stations are responsible for 
keeping their customers’ cars run- 
ning, even if they have to improvise 
some method of meeting the 12-volt 
problem. 


The panel suggested that two 6- 
volt batteries can be used to get a 
car started. When he gets the car 
to the station the dealer can fast- 
charge three cells at a time, with 
a 6-volt charger. But it was con- 
ceded this method is not likely to be 
popular with dealers. 


For one thing, many dealers have 
trouble locating the middle of a 
12-volt battery, since there are sev- 
eral different cell layouts in use, 
and the cell connectors are not 
marked. There is danger of under 
or over-charging half of the battery, 
or of reversing one of the 3-cell 
groups. And on some batteries it 
is difficult to attach the charger 
clips anywhere except at the termi- 
nals. 


Slow Charging—Using 6-volt slow 
chargers seemed to be the most 
favored method. But, the panel said, 
since fast charging has become uni- 
versal most dealers do not stock 
loan batteries, They may now find 
it necessary to invest in enough 12- 
volt sizes to take care of cars now 
using 12-volt systems. 


From the floor came a suggestion 
that manufacturers consider casting 
positive and negative markings on 
cell connectors as an aid to quick 
charging three cells at a time in a 
12-volt battery. 


It was learned, however that at 
least one battery company plans to 
shorten cell posts on all of its bat- 
teries to a point where the connectors 
will be buried in the sealing com- 
pound. 


From informal discussions it was 
learned that shortening the posts 
may save as much as 3/4 Ib. of 
lead per battery. On several million 
batteries, the cost reduction may be 
attractive, at least to a car manu- 
facturer for his original equipment. 


Looking Ahead—The panel was 
asked about the future for 12-volt 
electrical systems for all cars. Some 
members asserted that improved 6- 
volt systems could cope with the 
radical increase in compression ratios. 
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However, no trend will take shape 
until the next new models are 
announced. 

Answering a question on why the 
battery on one new car has been 
made inaccessible for servicing by 
the use of a metal cover, a panel 
member caid that the cover was a 
safeguard against accidental shorting. 
The manufacturer feared that a me- 
chanic, accidentally laying a _ tool 
across the terminals of a 12-volt bat- 
tery, might be burned by the flash. 
He added that the cover was experi- 
mental. 


Other Problems——The problem of 
stocking 12-volt batteries at service 
stations with the expected small turn- 
over for some time to come, was 
mentioned by one panel member. He 
suggested that it might be practical 
to use only dry-charged batteries in 
the 12-volt sizes. However, panel 
member A. D. Oetjen, Standard of 
Indiana, said that dry-charged bat- 
teries only created new problems in 
dealer education. 

Another rift came over the proba- 
ble price for recharging 12-volt bat- 
teries. Panel member Charles Moh- 
nen, Heyer Industries, said he could 
fee no reason for a higher price. 
He said dealers would not object. to 
investing in new 12-volt fast charg- 
ers, because battery charging is 
profitable. 

Oil men disagreed with Mr. Moh- 
nen’s view. They predicted that 
dealers who put their money into 
new 12-volt fast chargers will proba- 
bly ask a higher price for recharging 
from 12-volt owners. 


Repeated at the meeting was the 
statement that some trickle chargers 
now in use can be hooked to both 
6-volt and 12-volt batteries. Others 
cannot deliver at a high enough 
rate for 12-volt batteries. 

Also, the panel said 6-volt instru- 
ments for testing batteries under 
load have diccharge rates much too 
high for 12-volt batteries. 

The merchandising session wound 
up by passing a motion to have a 
wall chart printed with instructions 
to dealers on how to cervice 12-volt 
batteries. 


Careful Planning Best—Even a 
small business can make more money 
by long range planning, said R. F. 
Elrick, Elrick, Lavidge & Co., Chi- 
cago, in a talk to the association 
on “The Shifting Sales Target.” A 
business that lives from week to 
week, or month to month usually is 
not ready to cope with new ideas in- 
troduced by competition, new com- 
petitors in the field, new customer 
attitudes, or new products, he stated. 

Good planning should discount in- 
formation gleaned from salesmen, dis- 
tributors, or from other internal 


successful operators push car 
washing because the car owner who has 
his cor washed is the bes? potential 
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automotive services 


cold ‘steam 


blasts 
stubborn 


| the washer connects to 
your regularair and hot 


dirt | or cold woter supply. 


no back | no boots or opron 
needed with washer. 


WASH! MIT!) RINSE! LET DRY! 
easy 
effective 
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cleaning motors, ports. 


BIGGEST VALUE 
TIRE CHANGER 


COATS 
IRON TIREMAN 


Does More... 
Costs Less 


@ Handles al) plies, all 
sizes passenger car 
tires, and light de 
livery truck tires 
Frees toughest tire 
from toughest rim 
Saves time, manpow 
er, backbreaking work 
Easy to use, easy on 
Ures. 
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ae Coots Tube- Tested, approved by 
all leading tire man 
ufacturers, oi] com 
panies 
Used by over 30,000 
service stations, in 
eluding all stations 
Jersey and 


less Tire Mounting 

tubeless tires 
easier, faster thon 
ever before. 








on New 
Oklahoma turnpikes 





Write for Free Wustrated Literature 


JACK HENNESSY SALES CO. 
National Distributors 
P. O. Box 22, Aydubon Station 
New York 32, N. Y. 
e 


West Coast Division, P. O. Box 190 
Van Nuys, Calif. 


COATS COMPANY, INC 
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sources, said Mr. Elrick. Every busi- 
ness needs a careful, unbiased ap- 
praisal of its market objective he con- 
cluded. 


Canada Market—Canadians_ gen- 
erally are strong believers in estab- 
lished brand names, said Don Hen- 
shaw, MacLaren Advertising Co., Ltd., 
Toronto, They don’t go much for 
cheaper substitutes, and they resist 
being rushed, enticed, oversold, or 
high-pressured. 


Battery Additives—iIn a resolution 
marked by restrained, diplomatic 
language, the association asserted 
there are no known additives or 
“dopes” for storage battery electro- 
lyte on the market today which are 
beneficial to batteries or advantage- 
ous to users. The resolution put the 
battery industry on record as being 
ready and willing to approve and 
use any such additive or “dope” whose 
value can be shown by impartial 
analysis and field testing. 


Battery makers also protested im- 
plied charges of holding back im- 
provements by pointing out the strik- 
ing progress made in the past 40 
years. Without these advances in 
technical knowledge, they said, bat- 
teries for today’s cars would be five 
times as large, five times as heavy, 
and would cost four times as much. 


The resolution also praised the Na- 
tional Bureau of Standards and con- 
demned the Department of Com- 
merce for its “regrettable and un- 
substantiated” attack on the Bureau. 
It commended the Better Business 
Bureau for protecting the battery 
using public against “harmful or 
useless battery additives.” 


The annual association convention 
will be held in Chicago at the Edge- 
water Beach hotel, November 18, 
19 and 20. The next mid-year meet- 
ing will be held May 13, 14 and 
15, 1954, at the Greenbrier hotel, 
White Sulphur Springs, West Vir- 
ginia. By F. C. S. 


Truck Cost Computer 


A slide computer for finding truck 
tire costs per mile is being made 
available to truckers without charge, 
by Seiberling Rubber Co., Truck Tire 
Sales Dept., Akron 9, Ohio. 


Sport Car Cartridges 


Oil filter refills for the most pop- 
ular makes of English cars are now 
being placed on the market by Puro- 
lator. Above is the new Purolator 
refill for some year models of the 
Morris Oxford and the MG. Also in 
the line are refills for various models 
of the Austin, British Ford, Jaguar, 
Anglia, Prefect, Morris Minor and 
Vanguard. 


Speedy Tire Wrappings 


Pure Oil Co. now has what it 
claims is an “exclusive” paper wrap- 
ping on its tires, with a special pa- 
per-removing string. Instead of wres- 
tling with the numerous turns of a 
tire wrapping, Pure dealers simply 
pull on a string which cuts the paper 
in half just above the bead. 


Brighter Signals 


Three times as much light output 
is claimed for the lens on two new 
heavy-duty stop and rear lights for 
trucks, manufactured by the K-D 
Lamp Co., Cincinnati. The new lights 
are claimed to bring visibility of 
truck signal lights up to the level of 
those on late model passenger cars. 


EVER SAFE BRAKE FLUID LEVEL INDICATOR 


MASTER 
CYL MER 


WIRING DIAGRAM FOR EVER 


Fluid Indicator 


A new dash mounted signal light 
warns of low brake fluid. It is op- 
erated by a float switch unit which 
replaces the filler cap on the master 
brake’ cylinder. Manufacturer is 
Wagner Electric Corp., 6400 Ply- 
mouth Ave., St. Louis 14, Mo. 





Credit card crooks are in- 
creasing, and this is the time 
of the year (vacation season) 
when they really flourish with 
their “always smooth, logical, 
and calculated” stories, Phillips 
Petroleum Co. tells its dealers 
in current issue of company’s 
dealer publication, “Selling 
Sixty Six.” 

Phillips gives the following 
formula for its dealers to follow: 


DO 


1, Check expiration date on 
every credit card. 

2. Make sure all information 
is taken from the card itself. 
If customer fills out sales in- 
voice, ask to see his card if you 
are in doubt. 

3. Be certain that the terms 





How to Block Oil Credit Card Chiseling 


of issue on the card permit 
sales of accessory items. 

4. Be sure all credit invoices 
bear your station stamp or 
equivalent information. 

DON’T 

1. Honor an expired credit 
card. 

2. Permit TBA items to be 
carried away. These must be 
attached to the car. Refuse the 
stranger who wants to purchase 
motor oil or antifreeze by the 
case. 

3. Permit charging of general 
repairs or auto parts such as 
generators, water pumps, etc. 
Such items “may get through— 
but if customer refuses pay- 
ment, they are charged back to 
you.” 
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WITH NORWALK’S SALES-BUILDING GUARANTEE 
YOUR CUSTOMER GETS A NEW tire! 


Repeat: 
What Other Line 
Offers All These Features? A Pe bw TIRE! 


1 A great tire backed by a great 
* manufacturer. 





No “ifs, ands or buts”, no fine print, loopholes or hedges 
2. 5520 road-holding safety sipes in this outstanding Norwalk guarantee! 
and gripping edges for greater 
protection on good roads and bad. In plain everyday English it tells your customers exaetly 
what they get — an unconditional 18 months guarantee regardless 
4. A guarantee that’s tops in the of mileage! That means if a Norwalk tire is damaged in its first 
industry. month of operation, we replace it. Repeat, we replace it with 


_ A complete line of passenger and a new tire, not “replace or repair it.” And at 1/18th its 
truck tires, all sizes. 


Precision balance. 


original cost! 
Powerful local and national ad- 


” vertising to pre-sell your customers. Here’s a guarantee your customers will talk about . .. and 
And a protected franchise that spread the good word to others. Put it to work for you. Winning more 
" makes sure you keep them. confidence, more sales, more satisfaction. 
For the full, profitable story write The 
Armstrong-Norwalk Rubber Corporation, 


Norwalk, Connecticut. Today! 





COMPARE 
THE GUARANTEE! 


K =? TIRES 


Plants at Norwalk and West Haven, Conn., Natchez, Miss. and Des Moines, lowa 
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New Truck Tire 


U. S. Rubber Co. has brought out 

a new low-cost truck tire in sizes 

ranging from 6.00-16 to 10.00-20. 

Shown here is J. F. Arthur, manager 

of truck tire sales, looking over one 

of the new tires, designed particu- 

; : : larly for small trucks used in rural 

lo speed deliveries Eo areas 


at lower costs 


Pastel Fender Flaps 


Auto fender flaps in pastel shades 
of red, green and blue are now being 
made by the Tingley Rubber Co., 
Rahway, N. J. The flaps are equipped 
with spring-steel clamps, which are 
said to fit any fender and never come 
loose. 


Recapping Booklet 


Tips on how to get the greatest 
possible number of recaps out of 
truck tires are contained in a book- 
let issued by B,. ¥. Goodrich Co. 

Associated Tires and Accessories 
division of Goodrich has shifted some 
of its district representatives. R. L. 
Garman is now at Cincinnati; W. G. 
Reid at Indianapolis; J. W. Peterssen 


RIDGEWOOD, NEW JERSEY | at New York City, succeeding M. F. 
PUMP h Plants. DeQ Arkansos Duffy who has been made Northeast- 
ae ern zone manager; and Robert S. 


Johnson at Philadelphia. 
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COVER and inside page spread of OHI new promotion-advertising portfolio 


OHI Ad Package Makes Hit 


Oil-Heat Institute of America is 
having real success with its new sales 
promotion-advertising portfolio for 
fuel oil and oil burner dealers and 
distributors. Although the portfolio 
was made available to OHI members 
less than two months ago, orders for 
materials have now exceeded 150,000. 

F. S. Burroughs, national secretary 
of OHI’s Distribution Divison, reports 
the Institute has received requests to 
translate the portfolio into two for- 
eign languages. Dealers and manu- 
facturers have asked for a similar 
portfolio for the commercial-indus- 
trial oil heat field. 

Called “Treasury of Advertising,” 
the portfolio has been distributed to 
more than 2,000 OHI members. The 
material is for use by members only, 
although the portfolio itself is avail- 
able to any one at Oil-Heat Institute 
headquarters at 500 Fifth Ave., New 
York, 36, at a cost of $2.50. 


What It Contains—The portfolio 
contains 35 advertising and promo- 
tion items, including basic sales litera- 
ture, mailers, service contract folders, 
newspaper mats, truck bumper strips, 
calendars, service follow-up cards, 
budget plan material and fuel oil 
contracts. New items will be added 
from time to time, making the port- 
folio a permanent growing file. 


Except for the calendar, none of 
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the material is dated. All material 
ordered from the manual is imprinted 
with the distributor’s name and ad- 
dress, and is processed and shipped 
in two weeks. 


Answers Questions—The first part 
of the portfolio answers six basic 
questions: > 

Why Should You Advertise? 

When Should You Advertise? 

Who Is Your Target in Advertis- 

ing? 

What to Say in Your Advertis- 

ing? 

Where to Advertise? 

How Much Should You Spend on 

Advertising ? 

The rest is divided into seven sec- 
tions, each containing a pocket of 
several premotion pieces geared to 
a particular phase of advertising-pro- 
motion. The purpose of each pro- 
motion piece is described, and each 
piece is numbered for easy ordering. 

Seven Sales Ideas—The seven sec- 
tions of the portfolio include: 

1. Basic Sales Literature. 

2. Self-Mailers That Get Leads. 


3. How to Sell Your Service Con- 
tracts. 

4. The Why and How of Budget 
Selling. 


5. Newspaper, Radio, TV and Out- 
door. 


6. Point-of-Use Advertising. 
7. More Ideas to Help You. 


Development of the portfolio was 
preceded by a detailed questionnaire 
sent to all members of OHI, to deter- 
mine actual needs of dealers and dis- 
tributors for promotional materials. 


Spread-the-Payments 
Club | 


TYPICAL sales literature in OHI port- 


folio 
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WINNING FRIENDS for oil 


industry 


goal. of this latest OIIC jobber ad 


OIIC Ad Tells Ohio Jobber’s Story 


Glenn Douglass, an Independent oil 
jobber at Hamilton, Ohio, and the 
story of how he built his own oil 
business, will be featured in an Oil 
Industry Information Committee ad- 
vertisement scheduled to appear next 
month in leading national magazines. 

This is the second OIIC ad 
using the Independent jobber as ad- 
vertising ammunition—aimed at the 
general public—to put across the 
story of opportunity and competition 
within the oil industry. 

The first ad featured four jobbers 
and was published in July, 1951. The 
Douglass ad is scheduled for the July 
13 issues of Life, Newsweek, Time, 
and Broadcasting-Telecasting; the 
July 18 issues of Saturday Evening 
Post, Editor and Publisher; the July 


25 issue of Publishers’ Auziliary; and 
the July issues of American Press and 
Quill. 


Glenn Douglass was picked as the 


subject for the national advertise- 
ment from a large group of candi- 
dates submitted by OIC district 
committees. A one-time major oil 
company employe, he went into busi- 
ness for himself in 1946—leasing one 
service station that was doing less 
than 5,000 gal. per month. Now owner 
of Champion Service Co., he distrib- 
utes about 4,000,000 gal. of gasoline 
and heating oil from four buik plants 
in Hamilton, Middletown and Oxford, 
Ohio. 


He is active in community and civic 
affairs and in the local OIIC. Last 
year the title “Mr. Jobber” was given 


him by the Ohio-Kentucky-Tennessee 
OIC district steering committee for 
his efforts in behalf of the OIIC 
program (see NPN, Oct. 22, 1952). 


Ad Message—Entitled “How Glenn 
Douglass Built His Own Oil Business,” 
the ad copy reads: 

“In 1946, after comparing dozens 
of business opportunities, Glenn 
Douglass invested his life savings in 
a small service station in Hamilton, 
Ohio... 


His “success story shows the limit- 
less opportunities in the oil business 
for men willing to work hard and 
meet the day-by-day competition for 
business that exists in every branch 
of this industry. 

“Throughout American there are 
thousands of local oil men like Glenn 
Douglass. Called ‘wholesalers’ or 
‘jobbers,’ they compete with rival oil 
companies, large and small. To win 
your business they try to reach you 
first with the newest, most un- 
proved oil products and the best serv- 
ice possible. This is one more way 
you benefit from America’s privately 
managed, competitive oil industry 
which provides opportunity for all” 


The Woman's Angle 


Mid-Continent Petroleum Corp. this 
summer is judging its service sta- 
tions, appearance, personne] cleanli- 
ness, driveway service and selling ef- 
fort of its dealers “through a woman’s 
eye.” 

The company is employing four 
“mystery women” to travel through- 
out its marketing area. Visiting deal- 
ers and making a purchase at each 
station, they will write a personal 
letter each evening to the dealers 
visited that day. The letter gives 
their impressions on the strength and 
weakness of each station and its serv- 
ices. 


The program is designed to help 
the dealers serve women customers 
better and increase their sales and 
profits. The company reminds its 
dealers that “America’s 14,000,000 
women drivers buy a _ tremendous 
volume of gasoline and other mer- 
chandise” and that they should make 
a special effort to get their share of 
this business. 


Film Pushes Gasoline Sales 


“Ace in the hole” is the title of a 
color film prepared by Mid-Continent 
Petroleum Corp. to aid its dealers in 
selling D-X Lubricating Gasoline. 


Premiered in a series of spring 
sales meetings, the 12-minute movie 
was produced by Calvin Co. of Kansas 
City, Mo. Using a poker game as a 
background, it makes its sales story 
interesting to dealers by using well- 
known terms of the game. 
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RIVER PARADE highlighted dedication ceremonies recently of Chain of Rocks canal 


and locks above St. Louis. 


Steamer Mark Twain (foreground) of the Federal Barge 


Lines led parade that included 32 towboats and government vessels 


$40 Million Locks End Barge Hazard 
In Mississippi River Near St. Louis 


By DOROTHY J. WARREN 
Special NPN Correspondent 


Attention was focused on inland 
waterways transportation recently 
when the $40,000,000 Chain of Rocks 
canal and locks were formally dedi- 
cated at Granite City, Ill. 

The 8.3-mile canal by-passes the 
hazardous Chain of Rocks reach in 
the Mississippi River above St. Louis. 

Not only did an oil man initiate the 
project 17 years ago, but members of 
the oil industry were prominent in 
arranging the ceremony, and their 
towboats were in the majority in a 
six-mile boat parade at the ceremony. 

Joseph F. Yulkey, marine traffic 
manager of Gulf Oil Corp., Pitts- 
burgh, is the man most responsible 
for the conception and construction 
of the project. 


Vital Defense Link—The principal 
speaker, Maj. Gen. Samuel D. Stur- 
gis, Jr., chief of engineers, declared 
that the structure is a vital link in 
the national defense and a “model” 
of what should be done elsewhere in 
the country. 

The main lock, he said, has the 
largest surface area in the Western 
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Hemisphere. It measures 1,200 by 
110 ft. The adjacent lock measures 
600 by 110 ft. 


Other speakers included Chester C. 


MAIN SPEAKERS 
at dedication cere- 
monies of Chain 
of Rocks canal and 
locks above St. 
Louis were Maj. 
Gen. S. D. Sturgis, 
Jr., (Cleft) chief 
of the Army engi- 
neers, and Joseph 
F. Yulkey, marine 
traffic manager of 
the Gulf Oil Corp. 


Thompson, head of the American Wa- 
terways Operators Inc. The project 
removes a “sword of Damocles,” 
which had long threatened national 
defense, he said. About 90% of the 
association’s members are majors and 
independents in the oil towing trade. 


Gala River Parade—The greatest 
river parade of the century at St. 
Louis got underway early in the day 
with 32 towboats and government 
vessels and 50 pleasure craft. 

Companies represented by oil trade 
vessels included Lake Tankers Corp., 
Pure Oil Co., Socony-Vacuum Oil, 
Sinclair Oil Corp., Upper Mississippi 
Towing Corp., Commercial Petroleum 
and Transport Co., Smith Oi] & Re- 
fining Co., Missouri Barge Line Co., 
G. W. Gladders Towing Co., Missis- 
cippi Valley Barge Line, Indian River 
Lines, Canal Barge Co., and Federal 
Barge Lines. 


In 1951 an all-time record of 12,- 
000,000 tons of freight was set on the 
upper river. In that year as much 
tonnage was moved between St. Louis 
and Minneapolis as on the middle 
Mississippi between St. Louis and 
Cairo, Il. 


* > a 


Building Plans — Major industrial 
development plans for sites on in- 
land waterways, made public during 
the first quarter of 1953 by the 
American Waterways Operators, Inc., 
include these in the oil field: 

Calumet-Sag Canal (Whiting, Ind.) 
—200 acres of land being filled for 
plant expansion for Standard Oil of 
Indiana and Youngstown Sheet and 
Tube Co. 


Choptank River (Cambridge, Md.) 
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—American Oil Co., 1,000 acres of 
land acquired for oil refinery. 

. Cooper River (Charleston, S. C.)— 
Esso Standard Oil Co., oil canning 
plant, $1,000,000. 

Elizabeth River (Norfolk, Va.)— 
Esco Standard Oil, multi-million dol- 
lar refinery planned on 800 acres of 
optioned land. 

Mississippi River (Baton Rouge, 
La.)—-Es3so Standard Oil Co., plant 
expansion $2,800,000; (Muscatine, 
Iowa)—river terminal and storage 
plant to two million capacity; (New 
Orleans)—-Ingram Products Co., oil 
refinery, $4,000,000. 

Puget Sound (Seattle, Wash.)—Pa- 
cific Oil and Refining Co., refinery. 

Houston Ship. Channel (Pasadena, 
Texas)——Crown Petroleum Co., plant, 
$545,863; (Texas City) —Pan-Ameri- 
can Refining Co., refinery expansion, 
$300,000. 


* * * 


New Barge Terminal—Pennzoil Co., 
Oil City, Pa., is completing a barge 
terminal on the Allegheny River in 
Pittsburgh. River movement of both 
raw materials and products through 
the new terminal will make possible 
and necessary a $2,500,000 plant ex- 
pansion at Oil City. The new termi- 


nal is expected to be 
within a few weeks. 


in operation 


Barges on the inland waterways 
transported 2.84 billion gal. of crude 
and products in 1952 from Texas, 
Louisiana, Arkansas and Mississippi 
to river and canal ports on the Mis- 
sissippi, Missouri, Illinois, Ohio, Al- 
legheny, Monongahela, Kanawha and 
Big Sandy Rivers and to ports on the 
South Atlantic, Gulf Intracoastal, 
Calumet-Sag and Warrior-Tombigbee 
Waterways, according to the barge 
and towing vessel industry. 


Sto-age Capacity — Total ctorage 
capacity of oil term:nals on the Gulf 
Intracoastal Waterway is 7.1 billion 
gal.; on the Mississippi River, 2.2 
billion gal.; on the Llinois Waterway, 
692.7 million gal.; on the Ohio River, 
563.1 million gal.; and on the tribu- 
taries of the Ohio River (Kanawha, 
Monongahela, Allegheny, Cumberland, 
and Tennessee), 115.8 million gal. 


* * * 


Elk Refining Co. of Charleston, 
W. Va., is building barge terminals 
on the Ohio River at Huntington and 
Parkersburg, W. Va., and on the 
Monongahela River at Morgantown, 
W. Va., for distribution of its prod- 
ucts. A transportation saving of 90% 
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will be effected by barging oil prod- 
ucts the 100 miles via the Kanawha 
and Ohio from Charleston to Hunt- 
ington. Delivery is now made by tank 
truck. The highway distance is 50 
miles. 

. * * 


Bids Offered—The Commerce -De- 
partment has received seven offers 
to purchase the government's Inland 
Waterways Corp., indicating warm 
competition in the disposal of the 
Federal Barge Lines to private in- 
terests. 

” * * 


Ground was broken at Keokuk, 
Iowa, on Memorial Day for construc- 
tion of a new lock to measure 1,200 
by 110 ft. It will replace the present 
lock, long known at the bottle-neck of 
navigation on the upper Mississippi. 


Gas Pipe Line Proposed 


The Federal Power Commission is 
studying an application from the Pa- 
cific Northwest Pipe Line Corp. to 
build a natural gas pipe line from 
the San Juan Basin in California to 
the Pacific Northwest. 

The company said if permission is 
granted it will sell $150,000,000 of 
liquid by-products—chiefly liquefied 
petroleum gas—to the Specialty Gas 
Products Corp. in San Francisco. 
Specialty Gas Products will be sup- 
plied from Pacific Northwest's plant 
near Durango, Colo. The company’s 
application is one of several to sup- 
ply natural gas to the Pacific North- 
west. 

Meanwhile, Bureau of Mines sta- 
tistics show that pipe line deliveries 
of LP-gas climbed 48% during the 
first four months of 1953, from the 
corresponding period in 1952, Janu- 
ery to April deliveries this year to- 
taled 1,232,000 bbl., compared with 
826,000 bbl. in 1952. 


$4 Billion Spending Seen 


The natural gas utility and pipe 
line industry will spend $4 billion for 
construction of new facilities and ex- 
pansion during the next four years, 
according to the American Gas Assn, 
This compares with $4.7 billion spent 
for construction from 1949 to 1952. 


Line Gets Partial Write-Off 


Office of Defense Mobilization has 
approved a 25% rapid tax write-off 
for two-thirds of the expected $70,- 
000,000 cost for the Interprovincial 
Lakeland Pipe Line System. 

Initial capacity of the crude oil 
line, to run from Superior, Wis., to 
Sarnia, Ont., will be 100,000 b/d, but 
it can be expanded to 300,000 b/d. 
Lakehead Pipe Line Co. is construct- 
ing the 30-in., 635-mile line. ODM 
said only part of the project received 
the tax write-off because part of the 
line will be in Canada. 
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ROTARY DRILLING RIG model is in Sun Oil Co.’s permanent exhibition in Phila- 
delphia’s Franklin Institute. It is one of series illustrating progress of oil from the 


ground to the consumer 


Sun's Permanent Exhibit 
Tells Industry's Story 


The Sun Oil Co. this week opened 
a permanent exhibit in Philadelphia's 
famed Franklin Institute aimed at 
building a better understanding of 
the petroleum industry and its im- 
pact upon American living. 

Title of the exhibit, a _ self-con- 
tained and air-conditioned unit, is 
“Oil Serves America.” Completed 
after nearly two years of planning 
and building, it portrays all phases 
of oil industry operations in terms 
of the consumer’s own interests. 

The exhibit occupies 2,900 sq. ft. 
of floor space and contains 12 sep- 


arate exhibits. Included are models, 


dioramas and animated diagrams on 


refining, production, transportation | 


and marketing. Also included is a 
40-seat theater for screening motion 
pictures, lectures and discussions. 

In contrast to small-scale models 
in the exhibit is a full-size ‘“Christ- 
mas tree,” used in controlling the 
natural flow of oil from wells. Seven 
feet high, it has cut-away sections to 
show the interior construction and can 
be operated by visitors. 

“The attractive setting and logical 
arrangement of the various displays, 
their high degree of interest and the 
simple manner in which they are ex- 
plained, combine to make the exhibit 
unequalled in the industrial field,” 
said A. C. Carlton, the museum's ex- 
ecutive director. 
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New Automatic Plant Gives 
B/A Its Own Grease Supply 


British American Oi] Co. has gained 
self-sufficiency in grease products 
with the opening of a new $1,500,000 
plant at its Clarkson, Ont., refinery 

Producing 15,000,000 pounds of 
grease annually, it will permit B/A 
to stop buying products to supply its 
markets for solid lubricants, and re- 
duce Canada’s importation of grease 
from this country. The fully auto- 
matic plant, using the latest scientific 
and industrial features for pre-testing 
and large-scale production, can be op- 
erated at maximum capacity by a 
small staff. 

Naphthenic lube oils will be sup- 
plied by the company’s Montreal East 
refinery and paraffinic lube oils from 
the Clarkson refinery. Materials will 
be hauled in and out by rail and 
truck transport. 


Companies Join on Pipe Line 


In a co-operative project, Sun Oil 

Co. and Canadian Oil Companies, Ltd 

have joined to build and operate an 

Peers, 8-inch, 200-mile products pipe line 

oF Ses from Sarnia to Toronto. The line 

will be owned two-thirds by Sun Oil 

and one-third by Canadian Oil. It is 

scheduled for completion by Oct. 1, 

when Sun’s Sarnia refinery is ex- 
pected to go on stream. 
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NEW LABORATORY added by Indiana Standard has facilities for engine inspection, 
cleaning and assembly in the front wing 


New Indiana Standard Lab Boasts Own Tank Farm 


A self-contained tank farm is a 
feature of the new fuels and lubes 
testing laboratory added by the Stand- 
ard Oil Co. (Ind.) to its Whiting, Ind., 
automotive research center. 

The tank farm has facilities for 
making up and storing commercial, 
special purpose, and experimental fuel 
blends for spark ignition, Diesel and 
jet engines, said Joseph K. Roberts, 
general manager of research and de- 


Complete warehouse stocks of HI-V-1 
motor oil are available at: Enid and 
Oklahoma City, Oklahoma; Superior, 
Omaha; Grand Island and Lincoln, 
Nebraska; Hutchinson, Kansas; Mason 
City and Rock Rapids, lowa; Denver, 
Colorado, and Amarillo, Texas. 


“velopment. 


It also includes tetra- 
ethyl lead fluid blending facilities. 


Every make, size, or type of ex- 
isting or anticipated engine can be 
tested there, said Mr. Roberts. Six- 
teen engine-test stands, each with a 
dynamometer and other modern con- 
trol and measuring instruments, are 
contained in the 15,000-sq.-ft. lab- 
oratory, he said. 


Fast Tax Write-Offs Given 
For Oil Storage Projects 


Proposed oil storage facilities fig- 
ured prominently in rapid tax write- 
offs granted by the Office of Defense 
Mobilization for oil project. 

Tax grants for storage projects 
were (showing company name, loca- 
tion, total cost approved and per- 
centage of cost certified): 

Esso Standard — Everett, Mass., 
$2,212,300, 40%; $2,200, 15%. 

The Texas Co.—Bayonne, N. J., 
$199,300, 40%. 

Atlantic Refining—-Charlotte, N. C., 
$104,000, 40%. 

The Texas Co. 
$152,000, 40%. 

Tide Water Associated 
Calif., $738,000, 40%. 

Other projects approved which af- 
fect the petroleum industry were: 

Douglas Oil Co. of Calif.—Bakers- 
field, petroleum refining, $605,000, 
65%. 

Esso Standard—-Baton Rouge, La., 
aviation alkylate, $549,000, 100%; 
$290,000, 20%. 

Mid-Continent Petroleum Corp.— 
Tulsa, aviation alkylate, $433,428, 
100%. 

Humble Oil & Refining—-Baytown, 
Tex., specialized facilities for avia- 
tion gasoline, $140,000, 100%. 


Lockport, IIL, 
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Here's an Oil that will 
bring you more customers 
and extra profits! 


ealers are finding more and more customers 
(asking for this new Champlin HI-V-1 Premium 
Heavy-Duty Oil! The word is around that here is 
a heavy-duty oil that actually exceeds U. S. Army 
Mil-O-2104 specifications for heavy-duty service 
... and everybody wants to enjoy the more effi- 
cient performance of engines lubricated with this 
superior oil! Dealerships are still available... 
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Young Marketer 


Mr. Swanson 


Like many another young marketer, 
James H. Swanson, 35, followed in his 
father’s footsteps to become a full- 
fledged oil jobber immediately after 
he graduated from high school. 

Now manager of the City Oil Co., 
Atlantic jobber in LaGrange, Ga., Jim 
has been a partner in the father-and- 
son operation since 1937. His father, 
B. P. Swanson, 69, entered the oil 
business in 1927 distributing kerosine 
and motor oil with one truck. Jim’s 
brother, Wallace R., 24, also works 
for the company on a salary basis. 

Jim attributes his success as an 


oil marketer to hard work and alert- 
ness. “You have to keep your eye on 
your competitor so that he doesn’t 
get ahead of you,” says Jim. “You 
also have to keep your stations clean 
and attractive at all times, and your 
station operators courteous and alert.” 
The biggest difficulty facing market- 
ers in his area today, he adds, is han- 
dling Independents who cut their 
prices. 

City Oil Co. recently bought a 
new bulk plant with a larger ware- 
house and storage tank space. The 
company now has six storage tanks 
with a total capacity of 96,000 gal. 

“Our future expansion plans call 
for the installation of larger storage 
tanks at our best service stations for 
transport deliveries,” said Jim. “This 
will enable us to bypass our bulk 
plant and help cut our transport op- 
erations.” 

Jim is a member of the LaGrange 
City Council, an Elk, Mason, Shriner 
and a member of the American Le- 
gion and VFW. He is married and 
has an 11-year-old daughter. 


G. P. (Pat) Campbell has doubled 
his monthly volume and tripled his 
station outlets since he organized 
the Campbell Oil Co., of Miami, 
Okla., in 1950. Pat reports that when 
he took over the jobbership it had 
five outlets and a volume of approxi- 
mately 40,000 gal. per month in ail 
fuels. “Now we have 15 stations 
and our average monthly volume is 
over 95,000 gal.,” he says. 


Marcel A. 
Baur, district 
manager for So- 
cony-Vacuum Oil 
Co, in Cleveland 
for the past seven 
years, sails July 
7 for Dakar, 
French West Af- 
rica. There he will 
become general 
manager of the 
company’s Dakar 
operations, a mul- 
ti-million dollar 
operation serving an area larger than 
the United States. 


Principal function of the Dakar 
Company, a French corporation, is 
the refueling of aircraft and ocean 
vessels. Socony-Vacuum recently 
opened its first service station there 
and is constructing a $4,000,000 
terminal. 


Mr. Baur has been state chairman 
of the Ohio Oil Industry Information 
Committee, and is a past president 
of the Petroleum Club of Cleveland, 
member of the Cleveland Athletic 
Club and a 32nd degree Mason of the 
Al Koran Shrine. 


Mr. Baur 


Burt Brokaw has been appointed 
Southwest division manager of Deep 
Rock Oil Corp. in addition to his 
duties as the company’s jobber spec- 
ijalist. The division covers Okla- 
homa, Arkansas and Missouri. 


DISTRICT COMMITTEE MEMBERS of Oil Industry Information Committee for Missouri, lowa and Nebraska, are shown at their 

June 10 meeting in Kansas City. Left to right: Harold F. Nelson, Sinclair Refining Co.; J. B. Dickey, Continental Oil Co.: A. D. 

Eubank, Quaker State Oil Refining Co., district chairman; R. R. Aune, Standard Oil Co. (Indiana); Ross C. Shannon, Socony- 
Vacuum Oil Co., and J. M. Bellamy, Sinclair Refining Co. 
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HERE’S A HOLE 188,000,000 FEET DEEP! 


One hundred and eighty-eight million feet down! ... 
that’s the total feet of hole your American Petroleum 
Industry drilled in 1952. It represents the 48,800 new 
wells they completed throughout the United States. 


So what? ...So it means a greater reserve of oil than 


ever before in U.S. history. It’s oil 
needed to meet the all-time peak de- 
mand of the American consumer .. . 
estimated as high as 8,022,000 bar- 
rels a day in the last quarter of 1952! 


... and it cost the industry 4 billion 


CITIES 


FA te - 


dollars to produce these truly outstanding results! 

Cities Service drilled 375 miles of holes itself in 
1952, carrying on exploration activities during the 
year that extended over 26 states, and into Canada 


and Mexico, and produced 43,000,000 barrels of 


liquid petroleum. Cities Service is 
proud to play its part in this tremen- 
dous effort to keep our standard of 
living the highest in the world .. . to 
keep America vital and strong for 


its role as the leader for world peace. 


An important part of the American Oil Scene 
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ADVERTISING of Pennsylvania Grade Crude Oil Assn. draws attention of (left to right): F. G. Cottle, Imperial Oil Co., Toronto; 
M. S. Rukeyser, International News Service; M. H. Hindman, Pennsylvania Refining Co.; and R. D. Lowe, Elk Refining Co. 
Mr. Cottle and Mr. Rukeyser were speakers at association’s 30th annual meeting 





Charles A. Chipman, Bolivar, 
N. Y., oil producer, was elected 
president of the Pennsylvania 
Grade Crude Oil Assn. at its 
30th annual meeting in Pitts- 
burgh, June 19. 

A former vice president and 
director of the organization, he 
succeeds Clarendon E. Streeter, 
Bradford producer, who has 
been head of the group for the 
past four years. 

Born in Clayville, N. Y., in 
1891, Mr. Chipman served as a 
field artillery captain in World 
War I with the 77th Division. 
He moved to Bolivar in 1918 
and has been in the oil busi- 
ness there ever since, He is a 
partner in nine oil companies: 
Reynolds and Chipman; Star 
Oil Co.; Vietory Oil Co.; W. A. 
M. Oil Co.; H. J. Reynolds and 
Co.; Hickory Oil Co.; Chipman 
and Herrick; Reynolds and 
Reeland; and Petre and Ames- 
bury Drilling Co. 

He also is a director and past 
president of the New York 
State Oil Producers Agsn., a 
director of the Independent Pe- 
troleum Assn. of America and 
a director of the First Nation- 
al Bank of Bolivar. 

A trustee of Alfred Univer- 
sity, Mr. Chipman is vice pres- 





Chipman Heads Pennsylvania Grade Oil Assn. 


ident of the Bolivar Board of 
Education, a member of the 
Massachusetts Society of the 
Mayflower, the American Le- 
gion and the Society of Forty 
and Eight. 

He is a Mason, affiliated with 
the Bolivar Blue Lodge, Bolivar 
chapter of Jamestown Consist- 
ory, and Ismalia Temple. Mr. 
and Mrs. Chipman have one 
daughter and three’ grand- 
children. 
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State PIC Groups 


Choose Officers 


For Coming Year 


RE-ELECTED vice chairman of Georgia 
Petroleum Industries Committee is L. L. 
Kelly, right, Georgia manager for Shell 
Oil Co. Shown with him is W. Henry 
Maddox, of Kentucky Standard 


CONGRATULATIONS are extended to new officers of Con- 
necticut Petroleum Industries Committee by Jarvis W. Brown, 
retiring chairman. Left to right: Carl E. Small, district man- 
ager for Tide Water Associated Oil Co. in New London, new 
chairman; Mr. Brown, district manager for Socony-Vacuum 
Oil Co. in Hartford; and Rex. G. Murdoch, The Texas Co. 


Pe 


RE-ELECTED CHAIRMAN of Georgia Pe- 
troleum Industries Committee, J. C. Taylor, 
division manager of Arkansas Fuel Oil 
Corp., is congratulated by George A. Beattie, 
right, board chairman of Wofford Oil Co. 


NEW OFFICERS of Massachusetts Petroleum Industries Com- 
mittee are congratulated by Richard D. Drysdale, (left) Sun 
Oil Co. regional manager, Wellesley. Karl H. Shaw (center), 
American Oil Co. division manager, Cambridge, succeeds Mr. 
Drysdale as chairman, and Kenneth T. Howe, Jenney Manu- 
facturing Co., Boston, was elected vice chairman 


EXECUTIVES of the South Carolina Petroleum Industries Committee are (left to right, seated): J. M. Hanlon, Richfield Oil Corp.; 

Dan L. Drescher, Arkansas Fuel Oil Corp.; J. L. Hiller, Jr., Esso Standard, chairman; J. T. Melton, executive secretary, and L. L. 

Trego, Sinclair Refining. Standing (left to right) are: Joe Crudup, The Texas Co.; S. J. Usher, Gulf Oil Corp.; E. N. Gentry, 
American Oil Co.; R. M. Morris, Pure Oil Co.; W. L. Heinz, Central Oil Co., and C. C. Hurst, Shell Oil Co. 
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The LABORATORY that never sleeps 


"Round the clock — 365 days a year — Ashland Oil’s laboratory 
technicians make the specialized tests which control the quality of 
our petroleum products. They are checked and double-checked at 
every step of the refining process—and tested again before shipment. 
Periodic spot tests of gasoline are made in the field, too; also a con- 
tinuous program of checking road performance is maintained. In- 
dependent jobbers sell the best when they sell Ashland catalytic 
gasoline .. . either under their own brand name or the “Flying 
Octanes” brand. Write for details. 


shang _ ASHLAND OIL & REFINING COMPANY 


-—— OU 
PRODUCTS 


rage 


> Home office: Ashland, Kentucky 


The loots ALTON, ILL.—2616 E. Broadway; BUFFALO, N. Y.—800 Ellicott Square; CINCINNATI, O 
frst —1402 Federal Reserve Bank Bidg.; CLEVELAND, O.—Standard Bidg.; EVANSVILLE, IND. 
—2500 Broadway; FINDLAY, O.—P.O. Box 210; LOUISVILLE, KY.—3005 Dumesnil; NASH 

VILLE, TENN.—5 E. Main; PADUCAH, KY.—R.R. No. 4; PITTSBURGH, PA.—711 Park Bidg 








Distributors -HERE’s YOUR ANSWER TO HOSE PROBLEMS! 














HY bother with several sources of supply 

for yourhose needs when Goodyear has the 
answer—simple as A-B-C? From tank truck to 
dispensing pump, every kind of hose your cus- 
tomer needs is available from one source. 


With Goodyear, you get all these advantages: 


—a full line of hose types and constructions to 
meet the needs of all your customers 


—top quality products that mean long service 
and satisfied repeat buyers 


—customer acceptance second to none—earned 


by Goodyear, The Greatest Name in Rubber 


THE GOODYEAR TIRE & RUBBER COMPANY, INC. 
Mechanical Goods Division 
Akron 16, Ohio 


Please send me full details on your Jobber Program for Hose 


NAME 


—the backing of consistent hose advertising and 
heavy national advertising for all Goodyear 
products helps you sell hose 

—a jobber franchise policy that assures your 
profits 

and the simplification of your inventory, 

reorder and billing problems that come from 

dealing with a single source for all your hose 


needs. 


It will pay you to get the whole story now—so 
write today for full details to: 
Goodyear, Mechanical Goods Division 
Akron 16, Ohio 





FIRM NAME 





STREET ADDRESS 





nr 
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GOODFYEAR 


THE GREATEST NAME IN RUBBER 


We think you'll like ‘THE GREATEST STORY EVER TOLD” — every Sunday — ABC Radio Network - THE COODYEAR TELEVISION PLAYHOUSE — every other Sunday— NBC TV Network 











